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EXECUTIVE  SUMMARY 


N 

The  1988  Youth  Attitude  Tracking  Study  (YATS)  was  designed  to  examine 
the  propensity  of  potential  recruits  to  enlist  In  the  military,  changes  In 
propensity  since  1976,  and  attitudes  and  motivations  of  potential  recruits, 
including  differences  by  Armed  Forces  Qualification  Test  (AFQT)  scores. 
Computer  assisted  telephone  Interviews  were  conducted  from  July  to  November 
of  1988  to  collect  data  on  10,985  respondents.  These  respondents  Include 
four  market  groups:  5,486  males  ages  16-21  (young  males);  3,271  females 
ages  16-21  (young  females);  1,130  males  ages  22-24  (older  males);  and  1,098 
females  ages  22-24  (older  females). 

This  Is  one  of  a  series  of  reports  from  the  1988  YATS.  It  focuses  on 
expressed  awareness  of  military  advertising  In  the  past  12  months,  accuracy 
of  matching  military  slogans  used  In  advertising  with  the  correct  service, 
receipt  of  unsolicited  recruiting  literature,  Images  respondents  have  of 
the  active  Services,  the  number  and  types  of  events  respondents  attended  In 
the  past  12  months  (roughly  10/87  to  10/88)  which  featured  the  military, 
and  the  Impact  of  attendance  at  such  events  on  the  probability  of 
enlistment. 

Large  majorities  of  respondents  In  all  market  groups  (60  to  89  percent) 
reported  awareness  of  military  advertising  for  the  four  active  Services  In 
the  past  12  months."'  The  highest  awareness  (83  to  89  percent)  occurred  for 
the  Army.  A  declining  trend  In  the  reported  awareness  of  military 
advertising  from  1984  through  1986  stabilized  or  reversed  In  1987  and  1988. 
The  proportion  of  each  marxet  group  reporting  awareness  of  ^IlHary 
advertising  stayed  the  same  or  Increased  from  1986  to  1988  for  all 
Services,  but  still  remained  below  1984  levels. 

More  than  60  percent  of  all  market  groups  correctly  matched  the 
military  slogans  for  the  Army,  the  Air  Force,  and  one  of  the  two  for  the 
Marine  Corps  with  the  correct  Service.  Less  than  30  percent  of  respondents 
correctly  matched  the  Navy  or  the  two  Joint  Services  advertising  slogans 
with  the  correct  Service.  The  Army  was  selected  most  often  when 
mlsidentlflcation  occurred. 
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More  young  males  (47  percent)  than  young  females  (28  percent)  reported 
receiving  recruiting  literature  In  the  past  12  months.  Among  young  males 
those  receiving  such  literature  were  more  likely  to  have  negative 
propensity  than  positive  propensity;  there  was  no  relationship  to 
propensity  for  females.  These  relationships  represent  a  change  from 
previous  years.  The  Army  was  cited  most  frequently  as  the  source  of  such 
1 iterature. 

Respondents  in  the  four  market  groups  were  asked  which  of  the  Services 
they  associated  with  ten  image  statements  related  to  pay,  benefits, 
training,  opportunities,  and  types  of  duty.  The  Army  was  associated  most 
frequently  (or  tied  for  most  frequent  mention)  by  approximately  a  third  or 
more  of  the  respondents  with  six  of  the  ten  statements:  educational 
benefits,  teaching  valuable  skills  and  trades,  opportunities  for 
advancement,  equal  pay  and  advancement  for  men  and  women,  defending  one's 
country,  and  work  In  a  combat  zone.  The  Air  Force  was  most  often 
associated  with  the  Image  of  working  in  a  high  technology  environment;  the 
Navy  with  the  Image  of  extended  duty  away  from  home;  and  the  Marines  with 
lack  of  personal  freedom. 

Between  30  and  43  percent  of  respondents  reported  attending  one  or  more 
events  which  featured  the  military  during  the  past  year.  Most  frequently 
attended  events  were  air  shows  or  demonstrations,  drills  or  parades,  and 
aircraft  displays.  Of  those  who  attended  such  events  between  9  percent 
(older  females)  and  36  percent  (young  males)  reported  that  attendance 
Increased  their  likelihood  of  Joining  the  military. 

For  selected  topics  for  young  males  and  young  females,  more  detailed 
analyses  were  conducted  by  educational  status  and  AFQT  score  category. 
Respondents  with  higher  predicted  AFQT  scores  tended  to  be  more  aware  of 
military  advertising  (both  print  and  broadcast),  more  accurate  In 
Identifying  sponsors  of  the  slogans  of  such  advertising,  and  more  likely  to 
receive  recruiting  literature.  Respondents  with  higher  predicted  AFQT 
scores  were  also  more  likely  to  attend  an  event  featuring  the  military  but 
were  less  likely  than  those  with  lower  predicted  AFQT  scores  to  report  that 
attending  such  an  event  Increased  their  probability  of  enlistment. 


1.  INTRODUCTION  AND  METHODOLOGY 


Maintaining  adequate  numbers  and  quality  of  personnel  in  the  Armed 
Forces  is  a  continuing  challenge,  particularly  in  times  of  declining  pools 
of  potential  recruits  and  Increased  competition  from  the  civilian  sector. 
The  military  seeks  high  quality  young  men  and  women  who  will  successfully 
adapt  to  military  life,  learn  the  skills  of  an  occupational  specialty,  and 
perform  their  jobs.  Effective  targeting  of  recruiting  efforts  requires 
that  the  Department  of  Defense  (DoD)  and  the  individual  Services  understand 
the  backgrounds,  attitudes,  and  motivations  of  young  men  and  women,  and 
their  intentions  to  serve  in  the  military.  The  Youth  Attitude  Tracking 
Study  (YATS)  provides  data  on  these  Issues  for  the  active  Services  from 
1975  through  1982  (e.g.  Market  Facts,  1983).  The  Youth  Attitude  Tracking 
Study  II  (YATS  II)  has  provided  data  on  these  Issues  for  the  active 
military  and  the  Reserve  Components  since  1983  (Bray  et  al.,  1984,  1985, 
1986;  Ostrove  et  al . ,  1987,  1988). 

The  reporting  format  for  the  1988  wave  of  the  study  differs  from  that 
of  prior  years.  In  the  past,  YATS  data  have  been  reported  in  a  single 
final  report.  For  the  current  study,  findings  are  presented  In  a  series  of 
topical  reports.  Other  reports  In  the  series  Include: 

•  Patterns  and  Trends  In  Propensity  to  Enlist  In  the  Military: 
Findings  from  the  1988  Youth  Attitude  Tracking  Study  II  (Bray 
and  Curtin,  1989) 

•  Relationships  of  Geographic  Location  and  Propensity  for  Young 
Males:  Findings  from  the  1988  Youth  Attitude  Tracking  Study  II 
(Bray  and  Curtin,  1989) 

Supplementary  Tabulations  by  Active  Service  Propensity  and  Reserve 
Component  Propensity  are  also  published  as  a  companion  volume  (Bray,  Cobb, 
and  Thei sen,  1989). 

This  report  focuses  on  reported  awareness  of  military  advertising  in 
the  past  12  months,  accuracy  in  the  Identification  of  military  slogans  used 
in  advertising,  receipt  of  unsolicited  recruiting  literature,  images 
respondents  have  of  the  various  active  Services,  the  number  and  types  of 
events  respondents  attended  in  the  past  12  months  which  featured  the 
military,  and  the  Impact  of  attendance  at  such  events  on  the  probability  of 
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enlistment.  This  chapter  provides  an  overview  of  the  1988  YATS  II  survey 
and  Includes  a  discussion  of  main  features  of  the  survey,  the  study 
objectives,  survey  methodology,  and  characteristics  of  the  survey 
population. 


A.  YATS  II  Basic  Features 

The  underlying  goal  of  YATS  II  Is  to  obtain  Information  from  young 
adults  that  will  be  useful  to  the  Services  In  their  recruiting  practices. 
This  Is  achieved  through  the  use  of  state-of-the-art  survey  technology  and 
sophisticated  analyses  of  the  data.  Over  the  course  of  the  survey  series, 
Improvements  and  refinements  have  been  made  to  the  survey  methodology. 

Some  of  the  distinctive  features  incorporated  Into  the  surveys  since  1983 
are: 


An  advanced  Computer  Assisted  Telephone  Interviewing  (CATI) 
system  for  conducting  Interviews.  This  system  handles 
screening  and  Interviewing  activities,  Issuing  of  phone 
numbers,  and  control  of  call-back  appointments.  It  also 
controls  skip  patterns  In  the  questionnaire,  permits 
resolution  of  Inconsistent  responses  for  various  key  Items, 
and  creates  a  data  set  of  high  quality  Information. 

A  sophisticated  sampling  design  based  on  the  Waksberg  (1978) 
random  digit  dialing  procedure.  The  design  allocates  the 
sample  across  66  Military  Entrance  Processing  Stations  (MEPS) 
to  meet  DoD-specIfled  precision  requirements. 

The  Inclusion  of  older  age  groups.  In  1983  an  older  male 
group  of  22-29  years  was  Included  In  the  study.  In  1986  this 
older  male  market  group  was  redefined  to  include  only  22-24 
year  olds.  In  1986  a  market  group  of  22-24  year  old  females 
(older  females)  was  added. 

The  Inclusion  of  analyses  targeted  at  specific  market 
segments.  From  1983-1985,  analyses  used  a  classification  of 
Recruiting  Priority  Groups  (RPGs)  to  Indicate  recruit  quality 
for  young  males  and  young  females.  The  1985  wave  of  YATS 
Included  the  RPG  analysis  and  Introduced  an  alternate  market 
segmentation  approach  based  on  high  school  status  and 
predicted  Armed  Forces  Qualification  Test  (AFQT)  scores.  The 
predicted  AFQT  quality  segmentation  has  continued  since  1985. 

The  use  of  multivariate  (regression)  analyses  to  increase 
understanding  of  the  contribution  made  by  combinations  of 
variables  In  predicting  propensity  for  the  young  males  and 
young  females. 
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A  focus  on  propensity  as  a  primary  organizing  theme. 
Assessing  respondents'  positive  propensity  (l.e.,  responses 
that  Individuals  “definitely"  or  "probably"  will  join  at 
least  one  of  the  Services)  is  a  primary  focus  for  the  entire 
YATS  series  of  surveys. 


B.  1988  YATS  II  Objectives 

The  1988  wave  of  YATS  II  provides  current  Information  on  the  background 
and  attitudes  of  young  adults  and  their  Intentions  to  join  the  military. 

The  survey  was  guided  by  a  number  of  broad  objectives: 


•  Assess  current  levels  of  propensity  to  enlist  In  the  active 
military  service  and  In  the  Reserve  Components 

•  Assess  trends  since  1976  In  propensity  to  enlist  In  the 
ml  1 1 tary 

•  Measure  attitudes  and  motivations  of  potential  recruits, 
especially  as  these  relate  to  enlistment  propensity 

•  Provide  an  AFQT-based  market  segmentation  analysis  for  young 
males  and  young  females 

The  1988  YATS  II  survey  builds  upon  the  1983-1987  YATS  II  surveys  to 
provide  an  Integrated  understanding  of  the  factors  affecting  enlistment 
propensity  of  men  and  women. 

C.  Sampling  Design 

The  1988  YATS  II  survey  was  designed  to  obtain  Information  from  four 
market  groups  of  interest  to  the  military: 

•  Young  Males  aged  16-21, 

•  Older  Males  aged  22-24, 

•  Young  Females  aged  16-21,  and 

•  Older  Females  aged  22-24. 

To  be  eligible  for  Inclusion  In  this  study,  individuals  had  to  reside  In 
the  continental  United  States  In  households  or  noninstltutlonal  group 
quarters  with  telephones.  This  Includes  households  of  traditional  nuclear 
families,  or  households  of  up  to  10  unrelated  Individuals  living  together 
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who  share  the  same  phone  (e.g.,  roommates  In  an  apartment).  Students  In 
college  dormitories  were  Included  If  they  had  private  phones  In  their  rooms 
but  were  excluded  If  they  were  served  only  by  a  central  hall  phone. 

Eligible  individuals  could  have  completed  no  more  than  two  years  of 
college.  Military  personnel,  Including  those  In  the  Delayed  Entry  Program 
and  those  with  prior  military  service  (other  than  high  school  ROTC)  were 
also  excluded. 

The  sample  size  and  allocation  for  each  of  the  four  markets  were 
determined  from  DoD  specifications  of  precision  requirements  for  estimates 
of  propensity.  Young  males  were  the  market  of  primary  Interest  for  YATS  II 
and,  accordingly,  the  sample  size  was  determined  by  the  number  of 
households  needed  to  meet  the  precision  requirements  specified  for  this 
market  group.  Since  the  number  of  households  required  for  young  males 
produced  more  eligible  Individuals  than  were  needed  to  satisfy  the 
precision  requirements  for  the  other  three  market  groups,  subsamples  of 
these  groups  were  selected  for  Interview. 

The  YATS  II  sampling  design  Is  based  on  the  Mltofsky/Waksberg  random 
digit  dialing  procedure  (Waksberg,  1978).  Under  this  procedure,  telephone 
numbers  are  called  In  two  stages  to  Identify  households.  First-stage  calls 
are  made  to  randomly  selected  telephone  exchanges.  Exchanges  yielding  a 
household  on  the  first  number  called  are  designated  as  clusters.  In  the 
second  stage,  numbers  within  these  clusters  are  generated  to  find 
additional  households.  This  approach  Is  efficient  because  residential 
telephone  numbers  are  frequently  assigned  to  the  same  exchange.  Thus,  once 
an  exchange  containing  a  household  (1 . e. ,  a  cluster)  Is  Identified,  numbers 
subsequently  called  In  the  same  exchange  are  more  likely  to  be  assigned  to 
households  than  numbers  In  other  exchanges.  Further  details  about  the 
sampling  procedures  are  available  from  Defense  Manpower  Data  Center. 

D.  Data  Collection  and  Survey  Performance  Rates 

Data  for  the  YATS  II  survey  consist  of  responses  to  a  questionnaire 
administered  In  a  30-minute  computer  assisted  telephone  Interview.  The 
1988  survey  questionnaire  for  YATS  II  Is  similar  to  the  1987  questionnaire 
and  consists  of  four  sections.  Section  A  contains  primarily  education  and 
employment  Items.  Sections  B  and  C  contain  items  about  propensity  toward 
the  active  Services  and  the  Reserve  Components,  and  general  awareness  about 


4 


military  pay,  bonuses,  educational  benefits,  requirements  of  the  Reserve 
Components,  and  other  selected  issues.  Section  D  contains  items  on 
advertising,  recruiter  contact,  and  respondent  demographics. 

New  Items  were  also  added  to  the  1988  survey  questionnaire.  The  items 
focus  on  respondents'  participation  In  selected  military  events  (e.g.  band 
concert,  firepower  drill,  parade,  visit  to  a  ship)  and  attitudes  about  a 
national  service  program.  Selected  Items  about  family  composition  found  in 
the  1987  questionnaire  were  deleted  In  the  1988  version.  A  copy  of  the 
questionnaire  appears  in  the  volume  of  supplementary  tabulations  (Bray, 
Cobb,  and  Theisen,  1989). 

The  1988  YATS  II  used  a  Computer  Assisted  Telephone  Interviewing  (CATI) 
system  for  all  phases  of  the  data  collection.  With  this  system, 
questionnaires  for  screening  (eligibility  determination),  interviewing  and 
verification  are  programmed,  entered,  and  stored  within  the  computer. 
Instructions  and  questionnaire  Items  appear  on  the  screen  In  the  proper 
sequence  and  permit  the  resolution  of  Inconsistent,  Invalid,  and  incomplete 
responses  as  an  ongoing  part  of  the  interview. 

Data  were  collected  In  a  two-phased  approach  from  July  24  to  November 
10,  1988.  Phase  1  consisted  of  dialing  to  Identify  households,  and  Phase  2 
consisted  of  screening  households  to  Identify  members  eligible  for  the 
study  and  then  Interviewing  these  Individuals.  Overall,  263,871  telephone 
numbers  were  called  to  Identify  107,786  households.  From  these  households, 
13,403  ellglbles  for  the  study  were  Identified  and  selected  for  Interviews. 
Analyses  for  the  study  were  based  on  10,985  Interviews  (5,486  for  young 
males,  1,130  for  older  males,  3,271  for  young  females,  1,098  for  older 
females) . 

Interview  completion  rates  and  overall  response  rates  were  calculated 
for  each  of  the  four  market  groups  to  assess  the  quality  of  survey  field 
operations  and  the  potential  for  nonresponse  in  the  data.  As  shown  In 
Table  1.1,  Interview  completion  rates,  which  were  computed  as  the 
percentage  of  completed  Interviews  out  of  the  total  number  of  eligibles 
selected,  were  highest  among  young  males  and  young  females  followed  by 
older  females  and  older  males.  Overall  response  rates,  which  were  computed 
by  multiplying  the  Interview  completion  rates  by  the  household  screening 
rates,  followed  the  same  ranking  noted  for  interview  completion  rates. 
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Table  1.1.  Survey  Performance  Rates 


Market  Group 

Performance  Rate 

Young 

Males 

Older 

Males 

Young 

Females 

Older 

Females 

Interview  Completion  Rate 

77.3 

66.3 

76.4 

73.7 

Overall  Response  Rate 

74.6 

63.9 

73.6 

70.9 

Note:  Tabled  values  are  percentages. 


Numerous  calls  and  attempts  to  overcome  Initial  refusals  were  conducted 
to  complete  household  screening  for  all  sample  numbers  and  to  administer  a 
questionnaire  to  all  selected  ellglbles.  A  thorough  effort  was  made  to 
obtain  high  response  rates  within  the  given  schedule  constraints. 

E.  Measurement  Approach 

Measurement  for  analyses  reported  In  the  current  study  focuses  on 
exposure  to  military  advertising,  service  Images,  and  attendance  at  events 
featuring  the  military.  The  specific  questionnaire  Items  assessing  these 
Issues  are  described  In  Chapter  2  and  3  of  this  report  In  connection  with 
the  analyses. 

Besides  the  specific  Items  that  are  examined,  two  key  reporting 
variables  are  used  for  classification  of  many  of  the  variables.  The 
variables  are  the  market  groups  defined  above  (young  males,  older  males, 
young  females,  older  females)  and  the  propensity  to  enlist  In  the  military. 
In  addition  some  analyses  are  conducted  using  a  predicted  AFQT  market 
segmentation  approach.  This  section  describes  the  measures  of  propensity 
and  AFQT  market  segmentation. 

1.  Measures  of  Propensity 

Propensity  for  active  military  service  Is  assessed  by  four 
questions  asking  the  likelihood  of  serving  In  each  of  the  active  Services: 
the  Army,  the  Navy,  the  Marine  Corps,  and  the  Air  Force. 

These  questions  were  asked  with  the  following  format: 

Now,  I'm  going  to  read  you  a  list  of  several  things  which  young 

(men/women)  your  age  might  do  In  the  next  few  years.  For  each  one  I 

read,  please  tell  me  how  likely  It  Is  that  you  will  be  doing  that. 
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How  likely  Is  it  that  you  will  be  serving  on  active  duty  in  the  _ 

(Army,  Navy,  Marine  Corps,  Air  Force)?  Would  you  say 

Definitely, 

Probably, 

Probably  not,  or 
Definitely  not? 

For  each  of  the  Services,  positive  propensity  is  defined  as  having  answered 
"definitely"  or  "probably";  negative  propensity  is  defined  as  having 
answered  "probably  not,"  "definitely  not,"  "don't  know,"  or  "refuse"  to  the 
question. 

The  four  Service-specific  propensity  Items  also  form  the  measure  of 
Composite  Active  Propensity  used  In  this  report.  Composite  Active 
Propensity  Is  defined  as  the  most  positive  response  given  to  any  of  the 
four  questions  assessing  propensity  to  join  the  Individual  active  duty 
Services.  A  respondent  who  Indicates  that  he  or  she  would  "probably 
enlist"  In  the  Army,  but  "probably  not  enlist"  In  the  Navy,  the  Air  Force, 
or  the  Marine  Corps,  for  example,  Is  assigned  a  value  of  "probably  enlist" 
on  the  Composite  Active  Propensity  measure.  Respondents  with  values  of 
"definitely  enlist"  or  "probably  enlist"  on  the  composite  measure  are 
considered  to  have  "positive  propensity."  Respondents  with  values  of 
"probably  not,"  "definitely  not,"  "don't  know,"  or  "refuse"  on  the 
composite  measure  are  considered  to  have  "negative  propensity." 

From  the  1988  YATS  II  survey  Reserve  propensity  Is  similarly  assessed 
by  answers  to  two  questions— one  about  joining  the  National  Guard  and  the 
other  about  Joining  the  Reserves.  They  were  asked  as  follows: 

How  likely  Is  it  that  you  will  be  serving  In  the  _  (National 

Guard,  Reserves)?  Would  you  say 

Definitely, 

Probably, 

Probably  not,  or 
Definitely  not? 

The  answers  to  these  two  questions  became  the  respective  measures  of  pro¬ 
pensity  to  join  the  National  Guard  and  propensity  to  Join  the  Reserves.  A 
Composite  Reserve  Propensity  measure  was  constructed  from  the  answers  to 
these  two  likelihood  Items  In  the  same  manner  as  the  Composite  Active 
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Propensity  measure.  This  composite  measure  Is  also  analyzed  In  this 
report. 

2.  Predicted  AFQT  Market  Segmentation  Approach 

Technically  sophisticated  military  equipment  and  systems  require 
that  an  Increasingly  larger  proportion  of  the  force  possess  high  aptitudes 
and  educational  levels.  Enlisting  high  quality  recruits,  then,  Is  a  high 
priority  for  the  Services.  High  quality  recruits  are  defined  as  high 
school  diploma  graduates  who  score  In  Categories  I-IIIA  on  the  Armed  Forces 
Qualification  Test  (AFQT).  High  school  graduation  and  predicted  score  on 
the  AFQT  are  examined  to  provide  Insights  about  recruiting  difficulties  and 
opportunities  among  target  populations. 

The  predicted  AFQT  approach  was  developed  by  Orvls  and  Gahart  (1987)  of 
The  RAND  Corporation.  The  goal  of  the  segmentation  analysis  was  to  develop 
a  series  of  equations  to  estimate  the  probability  that  any  Individual  would 
obtain  a  score  at  or  above  the  50th  percentile  on  the  AFQT  (Categories 
I-IIIA).  The  equations  were  developed  using  young  male  respondents  from 
the  1976-1980  fall  administrations  of  YATS  who  subsequently  took  the  AFQT. 
The  variables  used  to  predict  AFQT  category  included  such  objective  Infor¬ 
mation  as  age  at  survey,  race,  geographic  region,  father's  education, 
number  and  type  of  high  school  math  courses  completed,  approximate  high 
school  grades,  current  Job  and  educational  status,  and  other  Information 
such  as  general  Intention  to  enlist,  recruiter  contact,  perceived  ease  of 
finding  full-time  employment,  and  having  talked  with  one's  parents  about 
enlisting.  The  application  of  these  equations  to  both  young  male  and  young 
female  data  resulted  In  the  following  seven  groups  based  on  educational 
status  and  AFQT-predlcted  scores. 1 


INote  that  each  of  the  two  AFQT-category  subgroups  Is  composed  of  the 
entire  set  of  respondents  who  have  achieved  the  level  of  educational 
attainment  specified.  For  example,  among  male  high  school  seniors,  the 
data  for  1,143  Individuals  were  entered  Into  the  calculations  for  both 
Categories  I-IIIA  and  IIIB-V.  This  was  accomplished  by  using  the 
probability  that  each  Individual  would  fall  Into  Categories  I-IIIA  (High 
Wt.)  for  the  first  set  of  calculations,  and  then  using  the  probability 
that  that  Individual  would  fall  Into  Categories  IIIB-V  (1-H1 gh  Wt.)  for 
the  second  set.  In  each  case,  this  probability  was  used  to  weight  the 
propensity  measure. 
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•  High  School  Diploma  Graduates  -  Category  I-IIIA 

•  High  School  Diploma  Graduates  -  Category  IIIB-V  . 

•  High  School  Seniors  -  Category  I-IIIA 

•  High  School  Seniors  -  Category  IIIB-V 

•  Younger  High  School  Students  -  Category  I-IIIA 

•  Younger  High  School  Students  -  Category  IIIB-V 

•  Non-completers. 

Non-completers  consist  of  all  respondents  not  currently  In  high  school 
who  do  not  have  regular  high  school  diplomas,  including  those  with  GEE:,  cr 
ABE  certificates.  Non-completers  were  not  further  divided  Into  AFQT  groups 
because  of  their  low  recruiting  priority. 

The  mean  estimated  probability  of  being  In  AFQT  Categories  I-IIIA  among 
young  males  was  .629  for  high  school  graduates,  .635  for  high  school 
seniors,  and  .506  for  younger  high  school  students.  Among  young  females, 
the  mean  estimated  probability  of  being  in  Categories  I-IIIA  was  .564  for 
high  school  graduates,  .594  for  high  school  seniors  and  .524  for  younger 
high  school  students. 2 

F.  Characteristics  of  Survey  Population 

Estimates  of  the  sociodemographic  characteristics  of  the  1988  survey 
population  are  presented  In  Table  1.2.  This  table  and  those  In  the 
following  chapters  often  present  two  numbers  in  each  cell.  The  first 
number  Is  an  estimate  of  the  percentage  of  the  population  with  the 
characteristics  that  define  the  cell.  The  second  number,  In  parentheses, 


2The  female  YATS  sample  In  the  years  measured  was  too  small  to  develop 
meaningful  equations.  Thus,  the  models  developed  for  the  male  respondents 
were  used  for  the  females  as  well.  This  may  account  In  part  for  the  lower 
probabilities  of  females  scoring  In  Categories  I-IIIA.  Both  male  and 
female  younger  high  school  students  had  lower  probabilities  of  scoring  in 
AFQT  Categories  I-IIIA  than  seniors.  This  may  be  because  the  younger 
student  group  Includes  Individuals  with  lower  AFQT  scores  who  will  drop 
out  of  school  before  their  senior  year.  The  lower  probability  for 
graduates  Is  most  likely  due  to  the  exclusion  of  Individuals  in  their 
third  or  fourth  years  of  college  from  the  YATS  sample. 
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Is  the  standard  error  of  the  estimate.  Standard  errors  represent  the 
degree  of  variation  associated  with  taking  observations  on  a  sample  rather 
than  on  every  member  of  the  population.  Unweighted  sample  sizes  Indicating 
the  number  of  Interviews  on  which  the  estimates  are  based  are  presented  for 
each  of  the  tables.  Estimates  In  the  tables,  however,  are  based  on 
weighted  data. 

As  shown  In  Table  1.2,  about  one-half  of  both  the  young  male  and  young 
female  populations  are  ages  16  or  17.  Decreasing  percentages  of  eligible 
respondents  appear  as  age  Increases  from  18  to  21.  Older  males  and  older 
females  show  a  more  even  distribution  across  ages.  The  large  majority  of 
young  males,  young  females,  and  older  females  Interviewed  are  white, 
followed  by  approximately  equal  percentages  of  Blacks  and  Hlspanics.  Older 
males  also  show  a  majority  of  Whites  but  more  Hlspanics  than  Blacks. 

Other  differences  between  the  groups  are  primarily  a  function  of  age. 
Most  young  males  (97  percent)  and  young  females  (88  percent),  for  example, 
have  never  been  married,  compared  with  about  two-thirds  of  older  males 
(65  percent)  and  slightly  over  one-third  of  the  older  females  (39  percent). 
From  64  to  66  percent  of  young  males  and  females  are  currently  In  school 
compared  with  only  13  to  16  percent  of  older  males  and  females.  Fewer  than 
half  of  the  young  males  (38  percent)  and  young  females  (45  percent) 
completed  12  or  more  years  of  school  compared  with  81  percent  of  older 
males  and  82  percent  ot  older  females.  As  expected,  there  Is  less 
employment  among  younger  groups  than  among  older  groups.  Sixty  percent  of 
young  males  and  55  percent  of  young  females  are  employed  either  full  time 
or  part  time,  compared  with  91  percent  of  the  older  males  and  67  percent  of 
the  older  females. 
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Table  1.2.  Estimates  of  Sociodemographic  Characteristics 

of  Survey  Population 


Young  Older  Young 

Males  Males  Females 

Characteristic  (n=5486)  (n-1130)  (n=3271) 


Age* 

(22) 

16 

17 

(23) 

18 

(24) 

19 

20 

21 

Race/Ethnicity 

White 

Black 

Hispanic 

Other 

Marital  Status 
Never  married 
Currently  married 
Otherb 

Educational  Status^ 
Attend  school 
Not  attend  school 
Don't  know 

Years  of  Education 

Completed 
Less  than  10 
10 
11 
12 


24.4 

(0.9) 

35.4 

25.3 

(0.8) 

32.8 

17.9 

(0.8) 

31.8 

15.3 

(0.7) 

8.8 

(0.5) 

8.3 

(0.7) 

75.7 

(0.9) 

76.6 

10.4 

0.6) 

8.2 

10.8 

(0.6) 

12.2 

3.2 

(0.3) 

3.0 

96.9 

(0.3) 

64.6 

2.6 

(0.3) 

32.3 

0.5 

(0.1) 

3.2 

66.3 

(1.0) 

16.0 

33.2 

(1.0) 

82.5 

0.5 

(0.1) 

1.5 

10.3 

(0.7) 

5.3 

23.1 

(0.8) 

5.6 

28.1 

(0.9) 

7.0 

28.5 

(0.9 

58.5 

0.5 

(0.1) 

2.3 

9.6 

(0.6) 

21.3 

(0.8) 

22.6 

(0.9) 

(1.7) 

23.8 

(0.8) 

(1.8) 

18.0 

(0.8) 

15.6 

(0.7) 

10.1 

(0.7) 

9.9 

(0.6) 

(1.6) 

75.6 

(0.9) 

1.1) 

11.8 

(0.7 

(1.3) 

9.6 

(0.6) 

(0.6) 

3.0 

(0.4) 

(1.8) 

88.2 

(0.7) 

(1.8) 

9.9 

(0.7) 

(0.6) 

1.8 

(0.3) 

(1.4) 

64.3 

(1.0) 

(1.4) 

35.3 

(1.0) 

(0.4) 

0.4 

(0.1) 

(0.8) 

5.7 

(0.5) 

V.0 . 9) 

22.1 

(0.8) 

(0.9) 

26.3 

(0.9) 

(1.8) 

33.4 

(0.9) 

(0.6) 

0.8 

(0.2) 

(1.6) 

11.7 

(0.7) 

Some  vocational  school 
Some  college 


Employment  Status 
Employed  full-time  29.8 

Employed  part-time  30.3 

Not  employed,  looking  20.0 
Not  employed,  not 

looking  19.9 


(1.0) 

81.0 

(1.4) 

21.9 

(0.8) 

(0.9) 

9.5 

(1.2) 

33.3 

(0.9) 

(0.8) 

6.2 

(0.8) 

21.2 

(0.8) 

(0.8) 

3.2 

(0.7) 

23.7 

(0.9) 

Older 

Females 

(n=1098) 


32.4 

(1.7) 

34.8 

(1.7) 

32.9 

(1.7) 

76.5 

(1.5) 

10.7 

(1.1) 

10.4 

(1.1) 

2.3 

(0.5) 

38.5 

(1.8) 

51.0 

(1.8) 

10.4 

(1.2) 

13.0 

(1.2) 

86.0 

(1.2) 

1.0 

(0.3) 

6.0 

(1.0) 

4.3 

(0.6) 

6.6 

(0.8) 

56.5 

(1.8) 

4.1 

(0.6) 

22.5 

(1.5) 

51.6 

(1.8) 

15.5 

(1.3) 

9.9 

(1.1) 

23.0 

(1.5) 

Note:  Tabled  values  are  coluen  percentages  with  standard  errors  In  parentheses. 
Percentage  distributions  eay  not  sue  to  lOO.O  due  to  rounding. 

“Ages  22-24  apply  to  older  eales  and  older  fewales. 

!* Other*  Includes  widowed,  divorced,  and  separated. 

c0ata  were  collected  during  August,  Septewber,  October,  and  Noveeber  1988. 

The  question  before  October  1  asked  about  planned  status  for  October;  the 
question  after  October  1  asked  about  actual  status. 

Source:  Questions  403,  404,  407.  416,  417,  713C,  714,  715. 


2.  EXPOSURE  TO  MILITARY  ADVERTISING 


The  major  purpose  of  advertising  Is  to  familiarize  people  with  a 
product  or  service  and  to  promote  a  positive  image  of  the  product  or 
service.  To  this  end,  different  media,  such  as  print,  radio,  television 
advertising,  and  direct  mailings  are  used  to  disseminate  objective  and 
subjective  Information  about  products  and  services,  such  as  the  military. 

In  this  way,  advertisers  are  able  to  familiarize  potential  recruits  with 
opportunities  offered  by  the  military  as  well  as  to  enhance  the  image  of 
the  “product“  of  military  service.  The  goal  and  expectation  of  such 
advertising  is  to  Increase  the  probability  of  enlistment  by  Increasing 
individuals'  knowledge,  awareness,  and  positive  perception  of  the  military. 

This  chapter  focuses  on  young  people's  reports  of  their  awareness  of 
all  forms  of  military  advertising.  We  first  examine  advertising  awareness 
and  then  assess  recognition  of  advertising  slogans.  Next,  we  discuss 
awareness  of  print  and  broadcast  advertising.  We  conclude  with  a  report  on 
the  receipt  of  recruiting  literature. 

A.  Advertising  Awareness 

The  1988  YATS  questionnaire  Included  two  measures  of  awareness  of 
military  advertising.  Interviewees  were  first  asked,  "For  which  military 
Services  do  you  recall  seeing  or  hearing  advertising  that  encouraged  people 
to  enlist  In  one  or  more  of  the  Services?"  Responses  to  this  Initial 
question  are  considered  measures  of  "unaided  awareness."  After  answering 
this  question,  the  respondent  was  then  asked,  "Do  you  recall  seeing  or 
hearing  any  advertising  for  [Service  specified  by  name]  recently?"  for 
each  Service  he  or  she  had  NOT  mentioned  in  response  to  the  (unaided) 
Initial  question.  Positive  responses  to  this  latter  set  of  questions  are 
considered  "aided  awareness." 

For  both  the  young  and  older  males,  most  awareness  of  advertising  for 
the  four  active  services  was  elicited  without  aid,  while  for  the  Coast 
Guard,  National  Guard/Reserve,  and  the  Joint  Services,  most  males  reported 
that  they  remembered  such  advertising  only  after  being  specifically  asked 
If  they  remembered  seeing/hearing  advertising  for  that  sponsor. 


1.  Awareness  Among  Hales 

Table  2.1  presents  the  responses  to  these  two  sets  of  questions  as 
well  as  a  combined  measure  Indicating  the  total  level  of  aided  and  unaided 
awareness.  Among  the  young  males,  unaided  awareness  of  advertising  by  the 
four  active  Services  ranges  from  70  percent  for  the  Army  to  46  percent  for 
the  Navy.  Unaided  awareness  of  Coast  Guard,  National  Guard/Reserve  and 
Joint  Services  advertising  Is  considerably  lower,  ranging  from  17  percent 
for  the  Joint  Services  to  22  percent  for  the  Coast  Guard  and  25  percent  for 
the  National  Guard.  Older  males  show  highly  similar  patterns  to  young 
males  of  unaided  awareness  of  advertising. 

Among  both  the  young  and  older  males,  similar  levels  of  aided  awareness 
of  advertising  are  noted  for  the  four  active  Services  and  the  Coast  Guard, 
ranging  from  17  to  25  percent.  For  the  active  Services,  these  levels  of 
aided  awareness  represent  one-quarter  to  one-half  the  levels  of  unaided 
awareness.  For  the  Coast  Guard,  aided  and  unaided  awareness  levels  are 
approximately  equal.  For  both  National  Guard/Reserve  and  Joint  Services 
advertising,  however,  males  show  higher  levels  of  aided  awareness,  ranging 
from  33-35  percent,  than  they  had  shown  of  unaided  awareness.  In  fact,  in 
contrast  to  the  pattern  demonstrated  for  the  active  Services,  levels  of 
aided  awareness  of  advertising  by  these  two  sponsors  are  between  one  and 
one-half  to  over  three  times  the  levels  of  unaided  awareness  for  the  same 
sponsor. 

It  should  be  noted  that  awareness  for  the  Joint  advertising  program 
must  be  viewed  In  a  different  light  than  awareness  for  the  Individual 
Services.  The  purpose  of  joint  advertising  Is  to  supplement  and  complement 
the  advertising  efforts  of  the  military  Services.  Consequently,  the 
relatively  low  levels  of  awareness  of  "Joint  Services"  advertising  apparent 
In  Table  2.1  are  not  necessarily  an  Indication  of  Ineffectiveness  in 
reaching  Its  target  audience  or  providing  a  positive  Image-  of  the  Armed 
Forces.  It  Is  Indeed  likely  that  some  portion  of  the  advertising  awareness 
of  the  military  Services  Is  the  result  of  Identifying  (or  mlsidentlfylng) 
joint  advertisements  as  ads  for  a  specific  Service.  A  respondent  may  have 
seen  the  Army  portion  of  a  joint  advertisement,  for  example,  and  attributed 
the  entire  ad  to  the  Army  rather  than  to  an  ad  for  all  Services. 
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Tablo  2.1.  Lovola  of  Awaronoaa  of  Military  Advertising 


Sponsor /Awaronoaa 

Young 

(n« 

Ma  1  oa 

6486) 

0  1  dor 
(n* 

Ma  loa 

1130) 

Young  Foma loa 
(n*3271) 

0  1  dor 
(n*i 

Foma  1 

1098) 

Army 

Una i dad  awaronoaa 

70.4 

(0.9) 

68.6 

(1.7) 

70.4 

(0.9) 

69.6 

(1.6) 

18.7 

(0.9) 

16.6 

(1.4) 

17.1 

(0.7) 

13.9 

(1.3) 

Aid*d  or  unaidod 

89.1 

(0.8) 

86.1 

(1.3) 

87.6 

(0.7) 

83.4 

(1.3) 

Navy 

Unaid*d  awaronoaa 

46.6 

(1.0) 

45.6 

(1.8) 

44.3 

(1.0) 

42.5 

(1-8) 

Aidod  awaronoaa 

23.3 

(0.9) 

18.0 

(1.4) 

19.8 

(0.8) 

17.8 

(1.4) 

Aid*d  or  unaidod 

68.9 

(1.0) 

63.6 

(1.8) 

64.1 

(1.0) 

60.3 

(1.7) 

Marin*  Corpa 

Unaidod  awaronoaa 

65.0 

(1.0) 

62.6 

(1.8) 

49.2 

(1-0) 

47.0 

(1.8) 

Aided  awaronoaa 

23.0 

(0.8) 

20.7 

(1.6) 

22.0 

(0.8) 

19.2 

(1-4) 

Aidod  or  unaidod 

78.0 

(0.8) 

73.2 

(1.6) 

71.2 

(0-8) 

66.2 

(1.7) 

Air  For co 

Unaidod  awaronoaa 

62.1 

(1.0) 

60.8 

(1.8) 

50.6 

(1.0) 

47.8 

(1.8) 

Aidod  awaronoaa 

24.7 

(0.9) 

20.1 

(1.5) 

25.7 

(0.9) 

21.9 

(1.6) 

Aidod  or  unaidad 

76.7 

(0.8) 

71.0 

(1.7) 

76.3 

(0.8) 

69.7 

(1.6) 

Coaat  Guard 

Unaidod  awaronoaa 

21.6 

(0.8) 

21.9 

(1.8) 

15.1 

(0.7) 

16.2 

(1.3) 

Aidod  oworanoaa 

22.2 

(0.8) 

22.6 

(1.6) 

19.1 

(0.8) 

20.2 

(1-6) 

Aidod  or  unaidod 

43.8 

(1.0) 

44.5 

(1.8) 

34.2 

(1.0) 

36.6 

(1.7) 

National  Guard/Roaorv* 

Unaided  awareneas 

24.6 

(0.9) 

29.3 

(1.7) 

21.0 

(0.8) 

26.3 

(1.6) 

Aidod  awaronoaa 

34.9 

(1.0) 

33.4 

(1.8) 

27.3 

(0.9) 

28.1 

(1.6) 

Aidod  or  unaidod 

69.6 

(1-0) 

62.7 

(1.8) 

48.4 

(1.0) 

63.4 

(1.8) 

Joint  Sorvieot* 

Unaidod  awaronoaa 

16.8 

(0.8) 

16.7 

(1.6) 

12.1 

(0.7) 

14.6 

(1.3) 

Aidod  awaronoaa 

35.4 

(1.0) 

33.3 

(1-8) 

27.7 

(0.9) 

24.3 

(1.6) 

Aidod  or  unaidod 

62.2 

(1.0) 

49.9 

(1.9) 

39.8 

(1.0) 

38.9 

(1.8) 

Not*:  Tabl*d  valuaa  art  percentagea  with  atandard  arrora  in  par*nth*a*a.  Aid*d 

awaranan  ia  somewhat  inv*ra*ly  ralatad  to  unaidod  aaartntaa  in  that  respondents 
ar*  only  aak*d  about  it  if  th*y  do  not  roport  unaidod  awaronoaa  for  a  givon 
Sorv i e* . 

•Question  rofora  to  "on*  ad  for  Joint  Sorvieaa." 

Soureo:  Qu*ationa  510-513,  601-608. 


2.  Awareness  Among  Females 

As  with  the  males,  for  both  the  young  and  older  females,  most 
awareness  of  advertising  for  the  four  active  services  was  elicited  unaided, 
while  for  the  Coast  Guard,  National  Guard/Reserve,  and  the  Joint  Services, 
more  females  reported  that  they  remembered  such  advertising  only  after 
being  specifically  asked. 

Young  females  unaided  awareness  of  advertising  for  the  four  active 
Services  ranges  from  44  percent  for  the  Navy  to  70  percent  for  the  Army. 
Unaided  awareness  of  advertising  by  the  remaining  three  sponsors  is  much 
lower,  ranging  from  12  percent  for  the  Joint  Services  to  21  percent  for  the 
National  Guard/Reserve.  Older  females  show  similar  levels  of  awareness  of 
advertising. 

For  the  four  active  Services,  aided  awareness  ranged  from  17  (for  the 

Army)  to  26  (for  the  Air  Force)  percent  for  young  females  and  13  (for  the 

Army)  to  22  (for  the  Air  Force)  percent  for  older  females,  notably  less 

than  the  unaided  awareness.  Aided  awareness  for  the  Coast  Guard,  National 
Guard/Reserve  and  Joint  Services  ranged  from  19  to  28  percent  but  was 
similar  for  both  groups  of  females. 

3.  Composite  of  Awareness,  Young  Males  and  Females 

Figures  2.1  and  2.2  present  the  combined  aided  and  unaided 
advertising  awareness  levels  for  the  young  males  and  young  females, 
respectively,  for  1985  through  1988.  Two  basic  conclusions  can  be  drawn 
from  examination  of  these  figures.  First,  It  Is  clear  that  levels  of 
awareness  for  the  active  Services,  especially  the  Army,  have  remained 
consistently  higher  than  those  for  the  National  Guard/Reserves,  Joint 
Services  and  the  Coast  Guard.  The  second  conclusion  is  that,  overall,  the 
trend  toward  decreasing  levels  of  awareness  from  1984  to  1986  appears  to 
have  changed,  with  awareness  levels  stabilizing  or  increasing  in  1987  and 
1988. 


4.  Sequence  of  Mentions  by  Service 

Table  2.2  presents  data  on  the  order  In  which  the  Individual 
Services  were  mentioned  In  response  to  the  initial,  unaided  question  about 
advertising  awareness.  All  of  the  market  groups  show  nearly  identical 
patterns  regarding  order  of  mention  on  the  first  response,  and  even  the 
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Figure  2.1.  Trends  in  Young  Males’  Aided  and  Unaided 
Awareness  of  Advertising,  1984-1988 


100 


Army 

Navy 

Marina 

Corps 

Air 

Fores 

Coast 

Guard 

National 

Guard/ 

Rassrvas 

Joint 

Sarvlcas 

Service  Advertising 

1984 

■1 

91.5 

79.0 

85.0 

86.6 

57.9 

68.5 

67.5 

1985 

H3B 

88.4 

72.8 

80.6 

79.7 

43.2 

60.7 

58.7 

1986 

S3 

85.6 

66.6 

72.1 

76.4 

37.5 

53.6 

48.8 

1987 

n 

88.5 

69.5 

77.1 

79.0 

39.5 

55.2 

50.2 

1988 

89.1 

68.9 

78.0 

76.7 

43.8 

59.5 

52.2 

SOURCE:  Questions  601  -608 


percentages  citing  each  service  are  somewhat  similar.  For  all  groups,  the 
Army  was  most  often  mentioned  first  (36-40  percent).  For  three  of  the  four 
market  groups,  the  Navy  or  Air  Force  was  the  most  frequent  second  mention 
(18-21  percent  for  each).  The  Marine  Corps  was  most  often  mentioned  third 
(28-30  percent)  for  all  market  groups. 

5.  Awareness  by  School  Status  and  Predicted  AFQT 

Tables  2.3  (for  young  males)  and  2.4  (for  young  females)  present 
the  combined  aided  and  unaided  advertising  awareness  levels  for  four  market 
subgroups  of  the  16  to  21  year  olds.  These  groups  are  high  school 
graduates,  high  school  seniors,  younger  high  school  students,  and  high 
school  drop-outs.  The  first  three  subgroups  are  further  cross  classified 
by  predicted  AFQT  category. 
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Figure  2.2.  Trends  in  Young  Females’  Aided  and  Unaided 
Awareness  of  Advertising,  1 984-1 988 


100 


Service  Advertising 


1984 

■n 

90.6 

77.6 

80.9 

1985 

m 

87.7 

71.1 

75.3 

1986 

93.1 

62.7 

65.5 

1987 

86.3 

65.4 

69.6 

1988 

ZZJ 

87.6 

64.1 

71.2 

83.9 

46.1 

57.8 

60.4 

77.3 

38.1 

52.0 

50.5 

72.5 

31.2 

49.2 

40.2 

74.0 

30.1 

45.0 

39.8 

76.3 

34.2 

48.4 

39.8 

SOURCE:  Questions  601-608 


Examination  of  AFQT  status  shows  that,  In  general,  those  with  category 
I— I I I A  predicted  AFQT  scores  have  awareness  levels  a  few  percentage  points 
higher  than  those  with  category  IIIB-V  predicted  AFQT  scores.  Not 
surprisingly,  awareness  levels  tend  to  be  somewhat  higher  among  those 
closer  to  completing  high  school  and  choosing  a  career.  High  school 
seniors  tend  to  have  slightly  higher  awareness  levels  than  younger  high 
school  students,  and  awareness  tends  to  remain  about  the  same  or  drop  off 
slightly  after  one  graduates  from  high  school.  The  percentage  of  males  In 
each  group  reporting  awareness  of  advertising  for  the  various  Services 
tends  to  be  similar  to,  or  a  few  percentage  points  higher  than,  comparable 
females.  Finally,  for  both  males  and  females,  those  who  leave  school 
without  graduating  tend  to  have  the  lowest  levels  of  awareness  of  any  of 
the  16  to  21  year  olds. 
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Tab  la  2.2. 

Order  of 

Mention  for  Raea  1  1  of 

Mill tary 

Advertising 

Sarv i ca 

Youna  Mates 

Older  Males 

First 

Response 

Second 

Response 

Th  i  rd 
Response 

Fi  rst 

Response 

Second 

Response 

Th  i  rd 

Response 

Army 

37.9 

40.0 

8.1 

36.7 

43.0 

8.6 

Navy 

5.7 

18.5 

12.7 

5.3 

19.5 

13.3 

Marina  Corps 

11.0 

15.3 

29.1 

7.9 

16.4 

27.7 

Air  Force 

25.9 

19.0 

18.8 

28.1 

13.2 

18.9 

Coast  Guard 

0.9 

2.4 

25.6 

1.5 

2.8 

27.8 

National  Guard/Reserve 

2.6 

3.5 

4.3 

4.6 

4.5 

3.6 

Ona  ad  for  all  Sarvieaa 

6.7 

0.8 

1.6 

6.8 

0.7 

0.3 

Othar* 

9.4 

0.0 

0.0 

10.1 

0.0 

0.0 

Youna  Ferns  1  as 

Older  Females 

Fi  rat 

Seeond 

Third 

Fi  rst 

Seeond 

Third 

Sarv 1 ea 

Response 

Response 

Response 

Response 

Army 

40.0 

37.6 

8.0 

36.4 

40.4 

9.7 

Navy 

6.0 

20.6 

16.0 

5.7 

19.5 

14.8 

Marina  Corpa 

0.3 

16.8 

29.4 

7.8 

16.0 

30.2 

Air  Forea 

26.5 

10.1 

21.0 

27.0 

17.7 

14.2 

Coast  Guard 

0.6 

1.7 

20.8 

0.6 

1.6 

22.5 

National  Guard/Rasarva 

3.5 

4.4 

4.1 

5.9 

4.6 

6.8 

Ona  ad  for  all  Sarvieaa 

6.0 

0.9 

0.7 

4.8 

1.2 

1.9 

Othar* 

11.1 

0.0 

0.0 

11.9 

0.0 

0.0 

Nota:  Tab  lad  vatuaa  ara  column  percentages 

Data  ara  for  unaided 

1  mentions. 

Estimates  ara  based  on 

i ntarviaws 

with  5486 

young  males, 

1130  olds 

ir  males,  3271  young 

females  and  1098  oldnr  females. 

•Includaa  "Nona*  (first  rtapona*  only),  don’t  know,  and  rafuaad. 
Sourca:  Question  601. 
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B.  Recognition  of  Military  Advertising  Slogans 

Recognition  and  Identification  of  the  sponsor  of  advertising  slogans  is 
a  more  precise  indicator  of  advertising  awareness  than  simple  self-reported 
exposure  data.  Respondents  were  read  seven  military  slogans  and  were  asked 
to  name  the  sponsor  of  each.  The  Army,  Navy,  and  Air  Force  each  had  one 
slogan  and  the  Marine  Corps  and  Joint  Services  each  had  two.  The  overall 
market  group  responses  to  these  Items  are  presented  In  Table  2.5. 

1.  Army  Slogan 

The  Army  slogan  (" _ .  Be  all  you  can  be.H)  achieved  high  levels 

of  advertising  awareness,  In  general,  and  the  highest  level  of  correct 
sponsor  attribution  within  the  young  female  market  group.  Overall,  81  to 
82  percent  of  both  young  males  and  females  correctly  attributed  the  slogan 
to  the  Anny,  while  79  percent  of  older  males  and  72  percent  of  older 
females  made  the  correct  attribution.  The  Army  slogan  achieved  the  second 
highest  level  of  accurate  sponsor  attribution  among  the  older  females  and 
the  third  highest  among  the  older  males.  None  of  the  other  military 
branches  appeared  likely  to  be  Incorrectly  Identified  with  this  slogan. 

The  majority  of  all  four  market  groups  were  able  to  correctly  attribute 
this  slogan  to  the  Army. 

2.  Navy  Slogan 

The  Navy  slogan  (" _ .  It's  not  just  a  job,  It's  an  adventure.") 

showed  relatively  low  levels  of  correct  sponsor  Identification.  It  ranked 
sixth  out  of  the  seven  slogans  for  correct  sponsor  Identification.  Only  26 
to  28  percent  of  the  male  groups  and  18  to  19  percent  of  the  female  groups 
made  the  correct  attribution.  This  slogan  was  more  likely  to  be 
mlsldentlfled  as  an  Army  slogan  than  correctly  Identified  as  a  Navy  slogan 
by  all  four  of  the  market  groups  (36  to  42  percent).  The  male  market 
groups  were  somewhat  more  likely  than  the  female  groups  to  correctly 
attribute  the  slogan  to  the  Navy. 

3.  Marine  Corps  Slogans 

The  Marine  Corps  slogan  ("The  few,  the  proud,  the  _ .")  was 

correctly  Identified  by  a  majority  of  all  market  groups  (61  to  79  percent). 
Responses  were  roughly  comparable  to  those  for  the  Army  slogan.  Males  were 
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Table  2.6.  Correct  and  Incorrect  Sponsor  Attributions  for 
Military  Advertising  Slogans 


S 1 ogan/Response 

Young  Males 
(n«648S) 

Older  Males 
(n>1130) 

Young  Females 
(n»3271) 

Older 

(n«: 

Fema 1 ea 
1098) 

"Be  all  you  can  be." 

Army 

62.1 

(«.9) 

78.7 

(1.6) 

81.6 

(0.8) 

72.6 

(1.7) 

Navy 

3.6 

(0.4) 

4.0 

(0.8) 

4.0 

(0.4) 

6.6 

(1.0) 

Marine  Corps 

3.6 

(8.6) 

6.5 

(0.9) 

3.7 

(0.4) 

4.6 

(0.8) 

Air  Force 

4.4 

(0.6) 

4.6 

(0.7) 

3.8 

(0.4) 

6.4 

(0.9) 

Joint  Services 

3.9 

(8.6) 

3.0 

(0.7) 

3.6 

(0.4) 

3.8 

(0.7) 

Don't  know 

2.6 

(8.3) 

3.1 

(0.6) 

3.4 

(0.4) 

6.1 

(0.9) 

"  It's  not  just  a  Job. 

it's  an  adventure." 

Army 

40.3 

(1.0) 

41.8 

(1.8) 

36.0 

(1.0) 

38.0 

(1-7) 

Navy 

26.8 

(0.9) 

27.9 

(1.7) 

17.6 

(0.7) 

19.2 

(1.4) 

Marine  Corps 

12.2 

(0.6) 

10.9 

(1.1) 

12.2 

(0.6) 

12.1 

(1.2) 

Air  Force 

8.3 

(0.6) 

9.2 

(1.2) 

12.8 

(0.7) 

12.0 

(1.1) 

Joint  Services 

6.7 

(0.6) 

3.9 

(0.7) 

8.9 

(0.0) 

6.8 

(0.8) 

Don't  know 

6.8 

(0.6) 

6.4 

(0.8) 

12.6 

(0.7) 

13.0 

(1.2) 

"The  few,  the  proud. 

the  ." 

Army 

6.0 

(0.8) 

6.0 

(0.8) 

7.2 

(0.6) 

6.9 

(0-9) 

Navy 

4.3 

(0.4) 

2.3 

(0.6) 

8.1 

(0.6) 

4.3 

(0.7) 

Marine  Corps 

78.9 

(0.9) 

83.2 

(1.4) 

61.3 

(1.0) 

73.1 

(1.7) 

Air  Force 

2.9 

(0.3) 

2.8 

(0.8) 

6.5 

(0.6) 

3.4 

(0.7) 

Joint  Services 

1.8 

(0.3) 

0.9 

(0.3) 

4.1 

(0.4) 

3.4 

(0.7) 

Don't  know 

6.1 

(0.4) 

4.8 

(0.8) 

13.9 

(0.7) 

10.0 

(1-1) 

"We’re  looking  for  a  few 

good  men." 

Army 

14.3 

(0.6) 

15.4 

(1.3) 

25.4 

(0.9) 

21.1 

(1.4) 

Navy 

6.7 

(0.6) 

4.3 

(0.7) 

10.7 

(0.0) 

9.6 

(1.1) 

Marine  Corps 

69.6 

(0.9) 

69.0 

(1.7) 

40.0 

(1-0) 

44.8 

(1.8) 

Air  Force 

2.5 

(0.3) 

3.4 

(0.7) 

6.7 

(0.4) 

6.4 

(0.9) 

Joint  Services 

3.7 

(0.4) 

3.8 

(0.8) 

5.7 

(0-4) 

4.7 

(0-7) 

Don't  know 

4.3 

(0.4) 

4.2 

(0.7) 

12.6 

(0-7) 

13.4 

(1.2) 

"Aim  high.  . ■ 

Army 

2.9 

(0.3) 

3.9 

(0.8) 

7.0 

(0.6) 

7.3 

(0.9) 

Navy 

1.9 

(0.4) 

3.6 

(0.7) 

4.7 

(0.4) 

5.0 

(0.8) 

Marine  Corps 

1.6 

(0.2) 

3.0 

(0.6) 

3.2 

(0.3) 

4.6 

(0.8) 

Air  Force 

89.8 

(0.7) 

82.6 

(1.4) 

76.3 

(0.9) 

71.2 

(1.7) 

Joint  Serv i ces 

0.9 

(0.6) 

1.6 

(0.6) 

2.2 

(0.3) 

1.3 

(0-4) 

Don't  know 

2.9 

(0.3) 

6.2 

(0.8) 

6.6 

(0.6) 

10.7 

(1.1) 

"We’re  not  a  company— we ’ re 

your  country." 

Army 

20.7 

(0.8) 

18.3 

(1.4) 

17.6 

(0.8) 

16.6 

(1.") 

Navy 

11.3 

(0.6) 

10.6 

(1.1) 

10.4 

(0.0) 

8.0 

(0.9) 

Marine  Corps 

10.8 

(0.7) 

8.1 

(1.0) 

10.4 

(0.0) 

9.6 

(1.0) 

Air  Force 

6.9 

(0-4) 

8.5 

(1.1) 

6.3 

(0.6) 

6.0 

(0.8) 

Joint  Services 

31.4 

(1.0) 

28.9 

(1.7) 

24.6 

(0.9) 

22.7 

(1.6) 

bon't  know 

19.9 

(0.8) 

25.7 

(1.0) 

30.8 

(0.9) 

37.3 

(1.7) 

"It's  a  great  place  to  start." 

Army 

43.3 

(1.0) 

40.8 

(1.8) 

36.2 

(1.0) 

33.2 

(1.7) 

Navy 

13.2 

(0.6) 

13.3 

(1.2) 

13.6 

(0.7) 

12.7 

(1.2) 

Marine  Corps 

6.6 

(«.6) 

4.9 

(0.7) 

8.3 

(0.6) 

7.5 

(0.9) 

Air  Force 

9.6 

(0.6) 

12.2 

(1.2) 

11.4 

(0.0) 

10.2 

(1.0) 

Joint  Services 

15.6 

(0.5) 

13.2 

(1.2) 

12.8 

(0.7) 

10.1 

(1-1) 

Don ’ t  Cnow 

11.9 

(a.  6) 

16.7 

(1.4) 

19.0 

(0.8) 

26.3 

(6.6) 

Note;  Tabled  values  are  column  percentages  with  standard  errors  in  parentheses.  The 
sponsor  for  each  slogan  is  ■'  <^er  lined. 

Source:  Questions  610-t  S. 
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more  likely  to  accurately  attribute  the  Marine  Corps  slogan  (79  percent  for 
young  males  and  83  percent  for  older  males)  than  were  females  (61  percent 
for  young  females  and  73  percent  for  older  females). 

The  second  Marine  Corps  slogan,  ("We're  looking  for  a  few  good  men.") 
was  fourth  most  likely  to  be  accurately  attributed  to  Its  sponsor  but  was 
less  likely  than  the  first  slogan  to  be  correctly  associated  with  the 
Marine  Corps.  As  with  the  first  Marine  Corps  slogan,  the  males  were  much 
more  likely  to  accurately  attribute  the  slogan  (69  percent  for  both  young 
and  older  males)  than  were  the  females  (young  females,  40  percent;  older 
females,  45  percent).  All  four  market  groups  were  more  likely  to 
Incorrectly  attribute  the  slogan  to  the  Army  than  to  any  other  branch  of 
the  military.  The  female  groups  were  especially  likely  to  make  this 
misldentlflcatlon. 

4.  Air  Force  Slogan 

The  Air  Force  slogan  ("Aim  high.  _ .")  achieved  levels  of 

advertising  awareness  comparable  to  those  achieved  by  the  Army  slogan  and 
the  first  Marine  Corps  slogan.  Among  young  males,  the  Air  Force  slogan 
received  the  highest  proportion  of  correct  sponsor  attributions.  Young 
males  also  showed  a  significantly  higher  level  of  correct  attributions 
(90  percent)  than  older  males  (83  percent)  or  young  females  (76  percent). 
These  two  latter  groups.  In  turn,  were  more  accurate  than  older  females 
(71  percent) . 

5.  Joint  Services  Slogans 

The  Joint  advertising  slogan  ("We're  not  a  company— we ' re  your 
country.")  was  roughly  fifth  most  likely  to  be  accurately  attributed  to  its 
sponsors.  Males  were  much  more  likely  than  the  females  to  identify  the 
sponsor  of  this  Joint  Services  slogan.  Only  29  to  31  percent  of  males, 
compared  with  nearly  one-quarter  of  females,  directly  Identified  the 
slogan.  For  all  groups,  this  slogan  elicited  the  highest  percentages  of 
"don't  know"  responses.  Females,  In  fact,  were  more  likely  to  say  they 
didn't  know  the  sponsor  of  this  slogan  than  to  correctly  Identify  It  with 
the  Joint  Services. 

The  second  Joint  Services  slogan  ("It's  a  great  place  to  start.") 
produced  the  lowest  levels  of  accurate  attributions  to  the  sponsor.  This 
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slogan  elicited  a  large  percentage  of  Incorrect  attributions  to  the  Army, 
similar  to  the  findings  for  the  Navy  slogan.  Among  both  young  and  older 
males,  more  than  40  percent  made  this  mistaken  attribution,  as  did 
35  percent  of  the  young  females  and  33  percent  of  the  older  females.  Only 
13  to  16  percent  of  the  males  and  young  females,  and  10  percent  of  the 
older  females,  correctly  Identified  the  sponsor  of  the  slogan. 

The  high  percentage  of  “don't  knows"  for  the  Joint  Services  slogans  and 
the  high  dispersion  of  erroneous  attribution  of  the  Joint  Services  slogan 
to  the  various  Services  suggests  a  fair  amount  of  confusion  among 
respondents  with  regard  to  Joint  Services  advertising.  Respondents  may 
recall  the  slogan  but  not  understand  precisely  what  Service  or  Services  are 
being  discussed.  This  suggests  that  Joint  Service  advertising  Is  not 
coming  across  as  competing  with  advertising  for  the  Individual  Services  but 
Is,  In  fact,  "complementing  and  supplementing"  the  Individual  Service 
campaigns.  The  Army  Is  the  Service  most  likely  to  benefit  from  Joint 
Service  advertising. 

6.  Recognition  of  Slogans  By  School  Status  and  Predicted  AFQT 

Tables  2.6  (for  young  males)  and  2.7  (for  young  females)  present 
the  percentages  making  correct  sponsor  attributions  by  student  status  and 
predicted  AFQT  category.  Consistent  with  their  reporting  greater  awareness 
of  military  advertising,  there  Is  a  consistent  pattern  for  those  with 
category  I-IIIA  predicted  AFQT  scores  to  Identify  the  correct  military 
sponsor  for  advertising  more  often  than  those  with  category  IIIB-V 
predicted  AFQT  scores.  However,  again,  in  most  cases  these  differences  are 
small.  Similarly,  an  overall  tendency  for  slightly  Increased  accuracy  in 
the  correct  Identification  of  sponsors  by  high  school  seniors  (compared 
with  younger  high  school  students)  Is  consistent  with  the  Increased 
awareness  of  advertising  reported  by  high  school  seniors.  Accuracy  of 
sponsor  identification  remains  about  the  same  after  high  school  graduation 
In  this  age  group  (16-21). 

C.  Awareness  of  Print  and  Broadcast  Advertising 

Respondents  were  asked,  "Within  the  last  12  months,  do  you  recall 
seeing  any  advertising  for  the  military  In  magazines,  newspapers,  or  on 
billboards?"  If  they  answered  "yes"  to  this  question,  they  were  then 
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Tab  I*  2.6.  Young  Matos*  Corroct  Sponsor  Attributions  for  Military  Advertising  Slogans  by  AFQT  Cstogory 
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T«bl»  2.7.  Young  Famalaa'  Corract  Sponaor  Attribution*  for  Military  Advartiaing  Slogana  by  AFQT  Catagory 
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asked,  “For  which  military  services  did  you  see  this  kind  of  advertising?" 
Respondents  were  also  asked,  “Within  the  last  12  months,  do  you  recall  any 
television  or  radio  advertising  for  the  military?"  If  the  answer  to  this 
question  was  "yes",  respondents  were  asked  the  same  follow-up  question  as 
was  used  for  print  advertising.  Tables  2.8  (for  print  advertising)  and  2.9 
(for  broadcast  advertising)  present  the  responses  to  the  questions  by 
market  group  and  propensity. 

1.  Print  Advertising  and  Propensity 

Table  2.8  shows  that  young  males  were  most  likely  to  report  seeing 
print  advertising  for  the  military  In  the  past  12  months  (80  percent).  The 
other  three  market  groups  were  significantly  less  likely  than  young  males 
to  report  seeing  such  print  advertising  (older  males,  71  percent;  young 
females,  75  percent;  older  females,  66  percent).  The  Army  was  most  likely 
to  be  mentioned  by  all  four  market  groups  as  the  subject  of  the  print 
advertising  seen  (44-59  percent).  The  result  is  completely  consistent  with 
results  discussed  thus  far  and  is  consonant  with  the  Army's  large 
advertising  budget.  Among  all  market  groups,  the  Marines  and  Air  Force 
were  the  second  and  third  most  frequent  mentions  (29-45  percent  and  24- 
43  percent,  respectively),  and  the  Navy  was  fourth  (23-35  percent).  Less 
than  11  percent  of  any  market  group  reported  seeing  print  advertising  for 
the  Joint  Services  or  the  National  Guard/Reserve. 

For  the  young  males  and  females,  there  appeared  to  be  only  a  slightly 
greater  tendency  for  those  with  positive  propensity  to  report  having  seen 
print  advertising  compared  with  their  negative  propensity  counterparts  In 
the  past  12  months.  For  the  older  males  and  females,  however,  those  with 
negative  propensity  were  more  likely  than  those  with  positive  propensity  to 
report  having  seen  print  advertising.  Such  results  Imply  that  the  young 
market  groups  may  be  Influenced  more  positively  than  the  older  groups  by 
the  print  media  advertising. 

2.  Broadcast  Advertising  and  Propensity 

Table  2.9  presents  analogous  data  for  reports  of  having  seen  or 
heard  broadcast  advertising  In  the  past  12  months.  Overall,  somewhat 
higher  percentages  of  the  four  market  groups  reported  seeing  or  hearing 
broadcast  advertising  than  made  such  reports  for  print  advertising,  ranging 


28 


Tabla  2.8.  Awaranaaa  of  Print  Madia  Advartlalng 


>b 

•  4) 

>  —  K 
—  •  h- 

4)  e  a 
m  •  ii 
a  a  c 

•  o  w 
Z  k. 

a. 


>» 

>  —  Q 

—  •  Id 

4»  C  H 

—  •  II 

•  a  c 

o  O 
a.  k. 
a. 


H  fl  H  H  S  H  Q)  H 


«A0M«O«  n 


K««(0O«H  «h 
^  10  CO  CO  f-»  h- 


Q  10  n  Q  (•)  Q  H 


OtHOSOHH 
t «««  H 


Qo  u>  h-  to  oo  qo  «o  r* 

H  H  H  H  0  0  Q  H 


>  —  © 
—  •  co 

4)  C  0 


(OC4O»^lft0M 
t  WWW 


Q  0)  0  O  0)  0  Q 

nN0t00i>) 

tNNN 


W  ®  N t  S0  t 


CO  cO  ID  H  0  00  Q 
W  W  W  (*)  H 


•  4) 

>  —  ^ 

—  •  *4 

4>  e  0 

—  •  H 

•  a  c 
o  o  w 
a.  fc. 


ai  m  co  s  oi  00 


0  N  0  O  0  0  H  T 
tHHH  10 


—  •  h* 

■*»  c  h* 

Q  a  n 
•  o  c 
Z  w  w 


K 

•  4»  ^ 
>  -  « 

—  •  01 
C  ® 
—  •  *4 

•  an 
o  o  c 

a  t  w 
a 


QOO0I000 

•  •  •  a  •  •  • 


IHNfl  0  ^ 


oo  u>  *■  <n  a  a  *4 


tMMMtOO 

h>  ^  «  H  0  H  H 


00^00(0  0 
•  •••••• 

^4  ®  rH  ^  ®  ®  ® 


^0WN0NN 
10  w  CO  CO 


T0M0N00 


HNN0^0H 

00^^H 


•  *»  *-s 
>  —  F*» 
—  •  ^ 
4)  C  0 

«  •  M 

a  a  n 

•  o  c 

Z  t.  w 

a 


* 

•  4>  ^ 
>  —  CD 

-  •  0 
•*>  C  CO 
—  •  M 

•  a  e 
o  o  w 

a  «- 


«  ^  «  H  ( 
10  04  CO  CO 


TNWNOtl 


® WSOO0H  N 
0  CO  CO  CO  h 


NO 
^  •  t 

I.  •  • 

•  •  U  -0 

a  3—t 
k  o  >  • 
o  •  we 
u  u  -  M 

la  •</)  k. 

•  o  c 

CU.  0  4)4) 

>b  *—  —  c  * 

I  >  k  L0aa  e 

u  m  •—  •  o  o 


as  • 

su 

O  •  k 

la  •  • 

•  •  O  A 

a  3—e 

i.  <9  >  • 
0  8  k.  £ 

w  o—  •  • 

c  m  to  u 

•  o  c 

eu.  004) 

>»  >»•—  —  c  * 

fi  >  l  l  4>«  e 
u  •  •  —  •  o  o 


29 


•R afara  to  paat  12  montha. 

bpropans I ty  aatimataa  rafar  to  Compoaita  Raaarva  Propanalty;  all  othar  aatimataa  rafar  to 
Compoalta  Actlva  Propanalty. 
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•Rafsrs  to  past  12  months. 

bPropanslty  astlmataa  rafar  to  Composlta  Raaarva  Propensity;  all  othar  sstiiaatss  rafar  to 
Composite  Active  Propans  I ty . 

c*Jolnt  Services"  raprasants  tha  Joint  Recruiting  Advartlsing  Program. 

Source:  Questions  60S,  607,  610-613,  010,  019. 


from  a  high  of  87  percent  for  the  young  males  to  a  low  of  82  percent  for 
the  older  females.  The  only  differences  between  the  groups  appeared  to  be 
a  marginal  difference  between  young  males  and  both  the  young  and  older 
females. 

The  order  of  mention  for  the  four  active  Services  was  the  same  as  that 
for  print  advertising.  As  with  print  advertising,  advertising  for  the  Army 
engendered  the  most  positive  responses  (64-69  percent).  Again,  among  all 
market  groups,  the  Marines  and  Air  Force  were  the  second  and  third  most 
frequent  mentions  (45-57  percent  and  40-52  percent,  respectively),  and  the 
Navy  was  fourth  (36-48  percent).  Respondents  were  unlikely  to  report 
having  seen  broadcast  advertising  for  either  the  Joint  Services  or  the 
National  Guard/Reserve  (10-18  percent). 

For  the  young  males  and  females,  those  with  positive  propensity  were 
slightly  more  likely  than  their  negative  propensity  counterparts  to  have 
seen  or  heard  broadcast  advertising.  Among  older  males  and  females, 
however,  those  with  a  negative  propensity  were  more  likely  than  those  with 
positive  propensity  to  report  seeing  or  hearing  such  advertising.  The 
differences  were  most  pronounced  for  the  older  females. 

D.  Receipt  of  Recruiting  Literature 

The  young  male  and  young  female  market  groups  were  asked,  "Within  the 
last  12  months,  have  you  received  any  military  recruiting  literature  In  the 
mall  without  asking  for  It?"  If  the  answer  was  “yes",  the  respondent  was 
then  asked,  "Which  military  services  did  you  get  literature  about?" 

Table  2.10  presents  the  responses  to  this  question  by  propensity.  Young 
males  were  considerably  more  likely  to  report  having  received  recruiting 
literature  from  any  Service  (47  percent)  than  were  young  females 
(28  percent).  Consistent  with  previous  years'  results,  young  males 
expressing  negative  propensity  were  somewhat  more  likely  to  have  received 
such  literature  than  their  counterparts  expressing  positive  propensity. 

And,  the  percentage  receiving  such  literature  did  not  change  significantly 
from  1987. 

However,  unlike  previous  years,  among  young  females,  propensity  was  not 
related  to  the  probability  of  receiving  recruiting  literature.  Between  27 
percent  (negative  propensity)  and  29  percent  (positive  propensity)  of  young 
females  reported  receiving  unsolicited  recruiting  literature.  For  young 
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Tab  I •  2.10.  Raportad  Raeaipt  of  Racrulfetnp  Lltaratura 
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females  with  positive  propensity,  this  was  a  major  increase  in  the 
percentage  receiving  such  literature  from  1987:  only  16  percent  of  young 
females  with  positive  propensity  reported  receiving  recruiting  literature 
In  1987.  For  young  females  with  negative  propensity,  thert  was  no 
significant  Increase  In  the  percentage  receiving  unsolicited  recruiting 
literature  from  1987  (24  percent). 

Both  males  and  females  most  frequently  cited  the  Army  as  the  source  of 
the  recruiting  literature  (31  percent  for  males  and  16  percent  for 
females).  Among  the  young  males,  the  Marines  (24  percent)  were  the  next 
most  frequently  mentioned,  followed  by  the  Navy  (19  percent)  and  the  Air 
Force  (15  percent).  Less  than  five  percent  said  that  they  had  received  any 
literature  sponsored  either  by  the  National  Guard/Reserve  or  the  Joint 
Services.  Among  the  young  females,  the  Air  Force  was  the  second  most 
frequently  mentioned  (10  percent)  source  of  recruiting  literature,  followed 
by  the  Navy  (5  percent)  and  Marines  (4  percent).  Among  young  females, 
also,  less  than  five  percent  said  that  they  had  received  any  literature 
sponsored  either  by  the  National  Guard/Reserve  or  the  Joint  Services. 

Table  2.10  also  shows  the  percentages  of  young  males  and  young  females 
who  received  recruiting  literature.  Overall,  the  results  for  receipt  of 
recruiting  literature  parallel  findings  for  awareness  of  advertising  and 
correct. Identification  of  advertising  sponsors. 

In  general,  those  with  predicted  AFQT  scores  in  the  high  range  were 
slightly  more  likely  to  receive  recruiting  literature  than  those  with  lower 
predicted  AFQT  scores. 

There  Is  about  a  four- fold  increase  In  the  percentage  who  receive 
recruiting  literature  as  seniors  compared  with  younger  high  school 
students.  Among  younger  males  and  females,  about  the  same  percentage  of 
high  school  graduates  as  high  school  seniors  report  receiving  recruiting 
literature  In  the  past  12  months. 

The  percentage  of  males  In  each  category  who  reported  receiving 
recruiting  literature  was  at  least  50  percent  greater  than  comparable 
females. 

Finally,  for  both  males  and  females,  those  who  leave  school  without 
graduating  tend  to  be  less  likely  to  receive  recruiting  literature  than 
either  high  school  seniors  or  high  school  graduates  but  more  likely  than 
younger  high  school  students. 
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E.  Awareness  of  All  Advertising  by  School  Status  and  Predicted  AFQT 

Table  2.11  presents  young  males'  and  females'  awareness  of  print, 
broadcast,  and  recruiting  advertising  by  educational  level  and  AFQT 
categories.  Generally,  the  findings  were  similar  to  those  for  overall 
advertising  awareness  levels.  In  general,  those  with  predicted  AFQT  scores 
In  categories  I-IIIA  have  awareness  levels  a  few  percentage  points  higher 
than  those  with  predicted  AFQT  scores  In  categories  IIIB-V,  although  In 
most  cases  these  differences  are  not  significantly  different. 

Awareness  levels  tend  to  Increase  somewhat  as  one  gets  closer  to 
completing  high  school  and  choosing  a  career.  High  school  seniors  tend  to 
have  slightly  higher  awareness  levels  than  younger  high  school  students. 

In  this  age  group  (16-21),  awareness  tends  to  remain  about  the  same  or  drop 
off  slightly  after  high  school  graduation. 

For  broadcast  advertising,  the  percentage  of  males  in  each  group 
reporting  awareness  of  advertising  for  the  various  Services  tends  to  be 
similar  to  or  a  few  percentage  points  higher  than  comparable  females.  For 
print  advertising,  these  gender  differences  tend  to  Increase  somewhat. 

Finally,  for  both  males  and  females,  those  who  leave  school  without 
graduating  tend  to  have  the  lowest  levels  of  awareness  of  any  market  group. 

One  additional  point  Is  worth  noting  with  regard  to  these  results.  One 
might  have  predicted  that  those  with  lower  AFQT  scores  would  read  less,  and 
therefore  their  level  of  awareness  of  broadcast  advertising  would  be  much 
more  similar  to  that  of  those  with  high  AFQT  scores  than  their  level  of 
awareness  of  print  advertising.  This  was  not  found  to  be  the  case: 
differences  In  awareness  between  those  with  high  and  low  AFQT  scores  remain 
about  the  same  for  print  and  broadcast  advertising. 

F.  Summary 

Respondents  from  the  four  market  groups  were  asked  whether  they  had 
seen  or  heard  advertising  for  the  military  Services  In  the  past  12  months 
and  were  asked  to  Identify  the  Service  referred  to  In  the  slogans  used  In 
such  advertising.  Large  majorities  of  respondents  In  all  market  groups  (60 
to  89  percent)  reported  seeing  or  hearing  advertising  for  the  four  active 
Services.  The  highest  awareness  (83  to  89  percent)  occurred  for  the  Army. 
Twenty-five  percent  or  more  of  respondents  in  each  of  the  four  market 
groups  reported  having  seen  or  heard  advertising  for  the  Coast  Guard  and 
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National  Guard/Reserve.  More  respondents  reported  having  seen  or  heard 
advertising  for  the  Army  than  for  any  of  the  other  active  Services. 

The  Army  was  also  the  first  Service  mentioned  when  respondents  were 
asked  for  which  Service  they  had  heard  or  seen  advertising.  Among  males, 
the  rank  order  of  the  Services  In  terms  of  the  percent  of  respondents 
reporting  awareness  of  advertising  for  that  Service  were:  Army,  Marines, 

Air  Force,  Navy,  Joint  Services,  National  Guard/Reserve  and  Coast  Guard. 
Among  females,  the  order  was  the  same  except  that  the  order  for  Air  Force 
and  Marines  was  reversed. 

A  declining  trend  In  the  reported  awareness  of  military  advertising 
from  1984  to  1986  stabilized  or  reversed  In  1987  and  1988.  The  proportion 
of  each  of  the  market  groups  reporting  awareness  of  military  advertising 
for  all  Services  stayed  the  same  or  Increased  from  1986  to  1988,  but  still 
remained  below  1984  levels. 

In  general,  slightly  larger  percentages  of  those  with  higher  AFQT 
scores  reported  they  had  seen  or  heard  military  advertising  than  those  with 
lower  AFQT  scores.  High  school  seniors  were  more  likely  to  report  seeing 
or  hearing  such  advertising  than  younger  high  school  students,  high  school 
graduates,  or  high  school  drop  outs.  Similar  trends  In  AFQT  score  and 
educational  status  differences  were  found  In  correct  Identification  of 
sponsors  of  military  advertising  slogans.  Those  with  high  AFQT  scores  and 
both  high  school  seniors  and  high  school  graduates  were  most  accurate  in 
Identification  of  sponsors. 

More  than  60  percent  of  all  market  groups  correctly  matched  the  sponsor 
of  the  slogans  for  the  Army,  the  Air  Force,  and  one  of  the  two  Marine  Corps 
slogans  with  the  correct  Service.  Fewer  Individuals  In  each  of  the  market 
groups  correctly  Identified  the  other  Marine  Corps  slogan.  For  the  Army, 
Air  Force,  and  Marines,  the  percentages  correctly  Identifying  the  Service 
sponsoring  the  slogan  were  similar  to  the  percentage  who  reported  hearing 
or  seeing  advertising  for  that  Service  In  the  past  12  months.  For  the  Navy 
and  Joint  Services,  however,  less  than  30  percent  correctly  Identified  the 
slogan,  a  much  smaller  proportion  than  reported  having  seen  or  heard 
advertising  for  that  sponsor  In  the  past  12  months.  In  fact,  there  was  a 
great  deal  of  mlsldentlflcatlon  of  the  sponsors  of  the  Navy  and  Joint 
Services  slogans.  The  Army  was  selected  most  often  when  mlsldentlflcatlon 
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occurred.  In  general,  young  males  were  the  most  accurate  In 
Identification,  and  older  females  were  the  least  accurate. 

When  broadcast  and  print  advertising  were  examined  separately,  a  larger 
proportion  of  respondents  reported  seeing  or  hearing  broadcast  advertising 
than  print  advertising  In  the  past  12  months.  Larger  proportions  of  males, 
high  school  seniors,  and  graduates,  and  those  with  higher  AFQT  scores, 
reported  awareness  of  print  and  broadcast  advertising  than  did  females, 
younger  high  school  students  and  high  school  dropouts,  and  those  with  lower 
AFQT  scores.  With  the  exception  of  the  older  female  market  group, 
propensity  appeared  to  have  a  slight,  positive  relationship  to  awareness  of 
print  and  broadcast  advertising. 

More  young  males  than  young  females  reported  that  they  had  received 
recruiting  literature.  For  young  males,  those  receiving  such  literature 
were  more  likely  to  have  negative  propensity  than  positive  propensity; 
there  was  no  relationship  to  propensity  for  females,  a  change  from  previous 
years.  The  Army  was  cited  most  frequently  as  the  source  of  such 
literature.  Those  with  higher  AFQT  scores,  and  both  high  school  seniors 
and  graduates,  were  more  likely  to  receive  such  literature  than  those  with 
lower  AFQT  scores,  younger  high  school  students,  or  high  school  drop  outs. 
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3.  SERVICE  IMAGES  AND  ATTENDANCE  AT  EVENTS  FEATURING  THE  MILITARY 


A.  Image  Statements 

Young  people  have  perceptions  and  Impressions  about  the  military 
services  gleaned,  In  part,  from  their  exposure  to  advertising  and  from 
their  own  experiences.  This  chapter  examines  selected  aspects  of  both 
Information  sources.  It  examines  Images  that  are  held  of  the  Services  and 
the  Influence  of  attendance  at  events  that  feature  the  military  on 
subsequent  Interest  In  the  military. 

A  series  of  questions  were  asked  about  the  Images  that  respondents  have 
of  the  four  active  Services.  Specifically,  respondents  were  asked,  "Which 
one  Service  do  you  think  of  when  I  mention..."  followed  by  each  of  ten 
Image  statements.  The  ten  statements  and  responses  are  presented  In  Table 
3.1  for  the  young  market  groups  and  In  Table  3.2  for  the  older  market 
groups. 

The  response  patterns  across  the  four  market  groups  are  relatively 
consistent  and  suggest  that  the  images  of  the  different  Services  are 
generally  not  a  function  of  either  age  or  gender.  The  data  also  Indicate 
that  when  people  think  about  the  Services,  the  first  Service  that  usually 
comes  to  mind  Is  the  Army.  For  example,  for  both  young  males  and  young 
females,  the  Army  was  the  first  mention  (or  tied  for  first  mention)  of 
approximately  a  third  or  more  of  respondents  for  six  of  the  ten  statements. 
These  Images  were: 

•  Provides  money  for  education 

•  Teaches  valuable  skills  and  trades  [for  both  young  males  and 
young  females,  Air  Force  approximately  equally  likely  to  be 
the  first  mention] 

•  Opportunities  for  promotion  and  advancement  [for  both  young 
males  and  young  females,  Air  Force  approximately  equally 
likely  to  be  the  first  mention] 

•  Equal  pay  and  advancement  for  men  and  women 

•  Defending  your  country  [for  young  males,  Marines 
approximately  equally  likely  to  be  the  first  mention] 

•  Work  In  or  near  a  combat  zone  [for  young  males,  Marines 
approximately  equally  likely  to  be  the  first  mention] 


39 


Table  3.1.  First  Service  Mentioned  In  Response  to 
Young  Males  and  Female* 

Serv 1 c* 

i  Image 

Statements 

for 

Market/Zeage  Statement 

Army 

Navy 

Marin* 

Corps 

Air 

Porem 

Non*/ 

Refused 

Youna  Males 

Provides  money  for  education 

62.1 

9.8 

8.7 

13.5 

3.6 

Lack  of  personal  freedom 

19.8 

20.3 

39.3 

6.6 

11.0 

Teaches  valuable  skills  and  trades 

33.8 

17.1 

14.7 

28.9 

3.6 

Extended  duty  away  from  immediate  family 

20.6 

43.6 

20.2 

9.1 

4.6 

Opportunities  for  promotion  and  advanesment 

33.9 

15.2 

13.8 

29.3 

5.1 

Equal  pay  and  advancement  for  men  and  women 

49.1 

14.6 

8.3 

19.1 

6.5 

Assignment  to  work  that  does  not  prepare 
you  for  a  civilian  career 

23.3 

17.6 

29.3 

11.4 

13.6 

Defending  your  country 

40.3 

6.3 

38.4 

10.3 

2.7 

Working  in  a  high-technology  environment 

12.2 

19.9 

7.0 

67.6 

1.9 

Work  in  or  near  a  combat  zone 

43.8 

8.1 

39.1 

6.6 

2.1 

Youna  Females 

Provides  aoney  for  education 

64.9 

12.6 

9.6 

14.9 

6.1  ' 

Lack  of  persona  1  freedom 

24.9 

19.7 

29.9 

6.3 

13.6 

Teaches  vsluabl*  skills  and  trades 

34.8 

16.5 

13.1 

27.7 

5.5 

Extended  duty  away  from  immediate  family 

26.1 

32.6 

21.6 

11.8 

6.4 

Opportunities  for  promotion  and  advancement 

33.3 

16.8 

13.8 

26.3 

5.9 

Equal  pay  and  advanceaient  for  a«n  and  women 

45.2 

12.6 

10.9 

18.8 

8.0 

Assignment  to  work  that  does  not  prepare 
you  for  a  civilian  career 

21.8 

16.7 

23.3 

14.3 

17.0 

Defending  your  country 

58.6 

8.0 

19.3 

8.6 

3.4 

Working  in  a  high-technology  environment 

12.9 

19.0 

11.6 

50.8 

3.6 

Work  in  or  near  a  combat  zone 

65.6 

9.9 

22.0 

7.6 

2.9 

Not*:  Tabled  values  are  celt  percentages.  Eat  lea tea  are  based  on  Interview*  with 
6,486  young  esles  and  3,271  young  fees  lea. 

Source:  Questions  660-659. 
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Tabl*  3.2.  First  S*rvic*  M*ntionad  in  Response  to 
Old*r  Mal*s  and  F*mal*s 

Serv  i 

c*  Image 

otatementa 

i  for 

Market/Image  Statement 

Army 

Navy 

Mar i n* 
Corpa 

A 1  p 

Fore# 

Non*/ 
Ref uaed 

Older  Maloa 

Provide*  money  for  education 

63.6 

12.6 

7.4 

20.1 

4.2 

Lack  of  person* 1  freedom 

18.4 

19.1 

41.3 

6.8 

10.8 

Teach**  valuable  skill*  and  trad** 

24.8 

17.9 

13.3 

37.1 

4.1 

Extended  duty  away  from  Immedtat*  faml ty 

21.6 

46.1 

18.8 

8.0 

4.2 

Opportunities  for  promotion  and  advancemant 

31.2 

15.2 

12.3 

32.4 

6.4 

Equal  pay  and  advancament  for  men  and  women 

42.6 

15.-3 

10.0 

24.1 

5.5 

Assignment  to  work  that  does  not  prapar* 
you  for  a  civilian  career 

22.4 

15.7 

32.1 

11.2 

14.1 

Defending  your  country 

29.7 

7.6 

46.1 

10.8 

4.7 

Working  in  a  high-technology  environment 

8.8 

18.1 

7.0 

61.7 

3.1 

Work  in  or  near  a  combat  zone 

42.1 

9.0 

39.6 

5.1 

2.8 

Older  Females 

Provides  money  for  education 

48.8 

13.5 

9.0 

18.4 

6.3 

Lack  of  personal  freedom 

21.2 

21.8 

31.7 

6.8 

13.2 

Teaches  valuable  skills  and  trades 

29.5 

18.0 

12.8 

32.0 

4.0 

Extended  duty  away  from  immediate  family 

23.1 

40.3 

16.3 

11.7 

5.6 

Opportunities  for  promotion  and  advancement 

33.2 

14.8 

15.4 

27.6 

4.8 

Equal  pay  and  advancement  for  men  and  women 

42.3 

13.1 

10.7 

22.6 

7.3 

Assignment  to  work  that  does  not  prepare 
you  for  a  civilian  career 

26.7 

18.2 

22.3 

11.0 

15.4 

Defending  your  country 

47.0 

6.9 

28.1 

11.6 

4.4 

Working  in  a  high-technology  environment 

11.6 

18.4 

10.0 

63.9 

3.5 

Work  in  or  near  a  combat  zone 

63.5 

9.6 

23.9 

6.4 

3./ 

Not*:  Tabled  values  are  call  p*rc*ntag*a.  Estimates  ar*  based  on  interviews  with 

1,130  older  mal*a  and  1,098  old*r  females. 

Soure*:  Questions  650-669. 
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In  addition  to  these  six  Images,  among  young  females,  the  Army  was  also 
tied  for  first  mention  for  the  Image  “Assignment  to  work  that  doesn't 
prepare  you  for  a  civilian  career." 

The  finding  that  the  majority  of  the  Images  expressed  In  the  survey 
were  associated  with  the  Army  may  be  a  result  of  the  higher  levels  of  Army 
advertising,  compared  with  other  Services.  The  Army,  for  example,  has 
heavily  emphasized  Its  educational  benefits  over  the  past  few  years, 
thereby  reinforcing  or  developing  the  Image  of  "provides  money  for 
education." 

The  results  for  older  females  (Table  3.2)  were  similar  to  the  young 
market  groups  and  parallel  to  those  of  the  young  females.  In  contrast, 
older  males  were  not  as  likely  to  have  the  Army  as  their  first  (or  tied  for 
first)  response  to  the  Image  statements.  For  only  four  of  the  Image 
statements  were  the  older  males  likely  to  mention  the  Army  first  or  tie  for 
fl rst: 

Provides  money  for  education 

Opportunities  for  promotion  and  advancement 

Equal  pay  and  advancement  for  men  and  women 

Work  In  or  near  a  combat  zone 

Host  of  the  remaining  Images  were  attributed  to  either  the  Marines  or  the 
Air  Force. 

The  Air  Force  was  mentioned  first  most  often  for  all  market  groups  for 
the  Item  about  working  In  a  high-technology  environment.  Older  males  also 
mentioned  the  Air  Force  first  when  asked  about  the  Service  that  teaches 
valuable  skills  and  trades  whereas  with  the  other  three  market  groups,  the 
Air  Force  tied  with  the  Army  for  first  mention. 

For  all  four  market  groups  the  Navy  was  most  often  associated  with 
extended  duty  away  from  one's  Immediate  family  and  the  Marine  Corps 
received  the  most  first  mentions  for  "lack  of  personal  freedom."  In 
addition,  the  older  males  were  most  likely  to  mention  the  Marines  first  for 
the  Image  of  assignment  to  work  that  does  not  prepare  you  for  a  civilian 
career  and  for  the  Image  of  defending  one's  country. 
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From  14  to  17  percent  of  all  market  groups  responded  "None"  (or  refused 
to  answer)  to  the  question  that  asked  with  which  Service  they  associated 
the  Image  of  assignment  to  work  that  does  not  prepare  one  for  a  civilian 
career.  These  percentages  were  only  slightly  larger  than  the  percentage  of 
those  reporting  "None-  to  the  question  about  lack  of  personal  freedom 
(11-14  percent) . 

B.  Events  Featuring  the  Military 

In  1988  a  new  series  of  questions  was  added  which  asked  about 
attendance  at  events  featuring  the  military  and  the  degree  to  which  such 
attendance  Increased  Individuals'  propensity  to  enlist. 

1.  Attendance  at  Events 

The  respondents  were  first  asked  what  events  featuring  active  dut} 
military  they  had  attended  In  the  past  12  months.  Event  categories  were: 

•  air  show  or  demonstration; 

•  firepower  demonstration; 

•  water  safety  or  navigation  demonstration; 

•  drill  or  parade; 

•  band  or  choir  concert; 

•  tour  of  a  military  base; 

•  aircraft  display; 

•  ship  visit; 

•  any  other  event. 

For  events  that  were  attended,  follow  up  questions  were  asked  to  determine 
which  Services  were  represented. 

Table  3.3  shows  the  percentage  of  respondents  in  the  four  market  groups 
who  attended  events  featuring  the  military.  Between  30  and  43  percent  of 
respondents  reported  attending  at  least  one  such  event.  Although  the  rank 
ordering  varies  by  market  group,  the  three  events  attended  most  frequently 
by  all  market  groups  are: 

•  air  show  or  demonstration  (13-16  percent); 

•  drill  or  parade  (11-18  percent);  and 

•  aircraft  display  (12-19  percent). 
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Table  3.3.  Evanta  Attended  During  Past  Yaar  that  Faaturad  Activa  Military 


Market 

Group 

Event 

Young  Males 
(n>6476) 

Older  Males 
(n>1128) 

Young  Females 
(ne3268) 

Older 

("■ 

Fema 1  os 
1096) 

Air  shew  or  demonstrati on 

IS. 7 

(6.8) 

18.4 

(1.4) 

13.8 

(0.7) 

13.8 

(1.3) 

Firepower  demonstration 

2.9 

(6.3) 

2.6 

(0.6) 

1.5 

(0.2) 

1.8 

(0.6) 

Water  aafety  or  navigation 
demonstrati  on 

2.6 

(6.3) 

2.5 

(0.6) 

1.9 

(0.3) 

1.1 

(0.4) 

Dri 1 1  or  parade 

17.6 

(0.8) 

11.2 

(1.1) 

18.1 

(0.8) 

12.3 

(1.2) 

Band  or  choir  concert 

11.1 

(6.6) 

4.8 

(0.8) 

13.9 

(0.7) 

6.4 

(0.9) 

Tour  of  military  base 

11.6 

(8.6) 

6.5 

(1.0) 

16.2 

(0.6) 

9.2 

(1.1) 

Aircraft  display 

18.7 

(0.8) 

15.8 

(1.4) 

13.7 

(0.7) 

12.4 

(1.3) 

Ship  visit 

16.6 

(0.6) 

8.7 

(0.9) 

7.6 

(0.5) 

6.1 

(0.9) 

Other 

3.6 

(0.8) 

2.2 

(0.6) 

3.4 

(0.4) 

2.8 

(0.6) 

Any  event 

43.6 

(1.0) 

34.3 

(1.8) 

42.2 

(1.0) 

36.4 

(1.7) 

Nota:  Tablad  valuaa  ara  pareantagaa  indicating  attandanca  at  avant  with  atandard 
arrora  in  paranthaaaa. 

Seurca:  Questions  619C1_1~ 019C1_9. 

In  addition,  among  young  females,  the  frequency  of  attendance  at  band  or 
choir  concerts  (14  percent)  was  the  same  as  that  for  air  shows  and 
drills/parades.  Both  age  groups  of  males  reported  attending  such  events 
somewhat  more  often  than  comparably  aged  females,  and,  In  most  cases,  young 
males  were  slightly  more  likely  than  older  males  to  report  attending  the 
events. 

Table  3.4  (for  young  males  and  females)  and  Table  3.5  (for  older  males 
and  females)  presents  the  Services  represented  at  the  attended  events.  Not 
surprisingly,  the  Service  most  often  represented  at  an  event  was  strongly 
related  to  the  event:  ship  visits  were  reported  as  most  often  featuring  the 
Navy;  water  safety  demonstrations  were  reported  as  most  often  featuring  the 
Coast  Guard;  aircraft  displays  and  air  shows  were  reported  as  most  often 
featuring  the  Air  Force;  and  firepower  demonstrations,  drills  or  parades, 
and  band  or  choir  concerts  were  most  often  reported  to  feature  the  Army. 
Tours  of  military  bases  occurred  most  often  for  the  Army  or  the  Air  Force. 
"Other  events"  most  often  featured  the  Army. 
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Table  3.4.  Service  Represented 
for  Young  Males  and 

at  Military 
Young  Foma  1 

Events 

mm 

Attended 

During 

Past  Year 

Service  Reoraaentad 

at  Event 

Market/Event 

Army 

Navy 

Marin* 

Corps 

A  i  r 

Forcm 

Coast 

Guard 

A  1  1 

Serv i cos 

Young  Males 

Air  show  or  demonstration 

9.9 

18.7 

1.7 

30 . 7 

0.6 

10.4 

Firepower  demonatrati on 

68.7 

4.1 

16.9 

11.7 

6.0 

6.7 

Water  safety  or  navigation 
demonstration 

8.3 

36.7 

7.8 

3.2 

40.9 

3.3 

Ori 1 1  or  parade 

SS.8 

7.4 

17.6 

7.4 

2.4 

9.5 

Band  or  choir  concert 

38.3 

17.8 

17.6 

21.2 

1.3 

6.1 

Tour  or  military  base 

27.2 

18.8 

11.2 

37.4 

2.6 

3.1 

Aircraft  display 

8.3 

18.1 

1.9 

66.8 

0.4 

6.7 

Sh i p  v i s i t 

0.7 

87.2 

3.2 

1.7 

5.7 

1.6 

Other 

46.4 

13.6 

7.7 

19.1 

2.3 

12.0 

Young  Foma  lea 

Air  show  or  demonstration 

13.4 

11.6 

2.6 

66.4 

0.6 

6.7 

Firepower  demonstration 

30.2 

11.4 

17.5 

27.6 

0.0 

13.3 

Water  safety  or  navigation 
demonstration 

7.0 

30.1 

21.5 

7.0 

34.6 

0.0 

Or] 1 1  or  parade 

48.0 

10.7 

16.9 

10.0 

3.9 

11. S 

Band  or  choir  concert 

32.4 

19.9 

11.9 

24.0 

3.4 

8.4 

Tour  or  military  baa* 

32.6 

20.9 

10.3 

32.4 

1.1 

3.0 

Aircraft  display 

17.0 

12.5 

2.7 

60.3 

0.8 

6.7 

Ship  visit 

3.6 

71.9 

9.1 

6.0 

8.6 

2.0 

Other 

38.0 

23.6 

8.7 

14.6 

2.8 

12.3 

Not*:  Tabled  values  are  row  percentages. 

Source:  Questions  619C1_1~019C1_9,  619_C2A~ 619_C2I . 
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Tabl*  3.5.  Sorvico  Represented 
for  01  dor  Mai  os  and 

at  Military  Events 
Older  Females 

Attended 

During 

Past  Year 

Service  Reoresented 

at  Event 

Markot/Evont 

Army 

Navy 

Marin* 

Corps 

At  r 
Fore# 

Coast 

Quard 

A  1  1 

Serv  t  cea 

01  dor  Maloa 

7.2 

12.4 

3.1 

87.7 

1.4 

8.2 

53.0 

8.3 

6.7 

33.0 

0.0 

0.0 

Wator  safety  or  navigation 
domonstrati on 

2.4 

24.6 

0.0 

13.5 

56.8 

3.0 

Dri 1 1  or  parade 

48.2 

3.6 

19.0 

11.8 

2.7 

16.0 

Band  or  choir  concort 

28.7 

21.0 

14.2 

28.2 

8.2 

1.8 

Tour  or  military  baa* 

28.9 

12.0 

4.2 

61.9 

1.1 

3.8 

Aircraft  display 

8.5 

11.8 

3.6 

69.8 

0.6 

16.8 

Ship  visit 

1.1 

84.6 

3.4 

3.6 

3.1 

4.3 

Othor 

31.7 

17.1 

11.1 

12.6 

10.2 

17.4 

Older  Puma  1  os 

Air  show  or  demonstration 

13.3 

12.8 

1.3 

81.1 

2.9 

8.5 

Firepower  demonstration 

69.0 

11.4 

12.3 

2.8 

0.0 

4.7 

Water  safety  or  navigation 
demonstration 

0.0 

34.2 

0.0 

10.8 

64.8 

0.0 

Drill  or  parade 

47.4 

12.2 

14.9 

8.4 

3.0 

14.2 

Band  or  choir  concert 

43.2 

18.8 

8.1 

18.2 

0.0 

13.9 

Tour  or  military  base 

41.7 

22.8 

4.8 

23.9 

0.6 

8.2 

Aircraft  display 

22.6 

14.3 

3.2 

63.2 

0.0 

8.8 

Ship  visit 

4.4 

84.3 

8.6 

0.0 

0.0 

4.9 

Other 

47.3 

18.0 

0.0 

18.8 

2.7 

13.4 

Not*:  Tabled  valuoa  ara  row  poreontagoo. 

Sourco:  Questions  819C1_1--819C1_9,  819_C2A--819_C2I . 
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2.  Event  Attendance  By  School  Status  and  Predicted  AFQT 

Tables  3.6  (for  males)  and  3.7  (for  females)  present  attendance  by 
educational  level  and  predicted  AFQT  score  of  the  respondent.  Overall  for 
any  event,  those  with  category  I-IIIA  AFQT  scores  were  more  likely  to 
attend  an  event  featuring  the  military  than  those  with  category  IIIB-V  AFQT 
scores.  However,  there  does  not  appear  to  be  any  specific  event  that 
stands  out  as  being  much  more  likely  to  attract  respondents  with  high  AFQT 
scores  than  respondents  with  low  AFQT  scores.  Overall,  younger  high  school 
students  and  high  school  seniors  are  more  likely  to  attend  events  featuring 
the  military  than  are  high  school  graduates  or  noncompleters. 

C.  Events  Increasing  Likelihood  of  Enlisting 

Respondents  who  reported  attending  one  or  more  events  featuring  the 
military  were  asked  whether  attendance  at  those  events  Increased  their 
likelihood  of  joining  the  military.  If  It  did,  respondents  were  probed 
about  the  Service  for  which  the  likelihood  Increased. 

1.  Effects  of  Events  by  Market  Group 

Table  3.8  shows  the  percentages  of  respondents  for  the  four  market 
groups  who  attended  events  and  who  also  reported  that  such  attendance 
Increased  their  likelihood  of  enlistment  and  the  Service  that  was  affected. 
Overall,  for  any  Service  between  9  percent  (older  females)  and  36  percent 
(young  males)  of  respondents  who  attended  events  reported  that  such 
attendance  Increased  their  probability  of  enlisting.  (Percentages  were 
19  percent  for  older  males  and  20  percent  for  young  females.) 

These  findings  suggest  that  strategies  to  Increase  contact  with  the 
military  may  positively  Influence  Individuals  toward  military  service.  The 
effectiveness  of  this  strategy  needs  further  exploration.  Since  only  a 
small  portion  chose  to  visit  military  events,  It  Is  unclear  what  affect 
such  visits  might  have  on  the  large  numbers  who  did  not  attend. 

The  Service  reported  to  have  benefltted  most  from  these  events  Is  the 
Air  Force.  8etween  five  percent  (older  females)  and  17  percent  (young 
males)  of  the  respondents  attending  events  reported  that  their  attendance 
Increased  their  likelihood  of  enlistment  In  the  Air  Force.  The  proportion 
of  respondents  reporting  an  Increase  In  likelihood  of  enlistment  In  the 
other  three  active  Services  ranged  from  two  to  ten  percent.  The  Army  was 


47 


Tabt*  8.6.  Young  Maloo’  Evanta  Attandad  During  Faai  Yaar  that  Faaturad  Acttva  Military  by  AFQT  Catagory 
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TabU  3.7.  Young  Famalaa’  Evonto  Attandad  During  Past  Yoar  that  Poaturad  Actlvo  Military  by  AFQT  Category 
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Table  3.8.  Services  for  Which  Attendance  at  Events  Increased 
Likelihood  of  Joining  the  Military 


Service  for 
which  likelihood 
Increased 

Market  Group 

Young  Males 
(N=2351) 

Older  Males 
(N-373) 

Young  Females 
(N*1345) 

Older  Females 
(N*336) 

Army 

9.5 

(0.8) 

4.5 

(1.3) 

6.2  (0.8) 

2.3 

(0.8) 

Navy 

8.2 

(0.8) 

3.1 

(1.1) 

3.6  (0.6) 

2.6 

(1.2) 

Marine  Corps 

5.9 

(0.7) 

4.4 

(1.2) 

1.8  (0.4) 

0.0 

(**) 

Air  Force 

16.5 

(1.3) 

9.1 

(1.9) 

9.8  (1.0) 

4.6 

(1.2) 

Coast  Guard 

1.0 

(0.2) 

0.7 

(0.4) 

0.6  (0.2) 

0.0 

(**) 

None 

0.7 

(0.2) 

0.6 

(0.5) 

0.5  (0.2) 

0.0 

(**) 

Any  Service 

35.9 

(1.5) 

19.2 

(2.6) 

20.1  (1.3) 

9.0 

(1.8) 

Note:  Tables  values  are  percentages  indicating  that  attendance  Increased 
the  likelihood  of  Joining  the  military.  Standard  errors  are  In  parentheses. 

♦♦Informative  standard  error  not  available  but  assumed  to  be  close  to  zero. 

Source:  Question  Q619_C3— 619_C4. 


the  Service  second  most  likely  to  be  mentioned  for  an  Increased  likelihood 
of  enlistment,  and  the  Navy  and  Marines  were  third  and  fourth  (for  most 
market  groups).  No  older  females,  however,  reported  an  Increased 
likelihood  of  jo  _1ng  the  Marines.  One  percent  or  less  of  all  market 
groups  reported  that  attendance  at  military  featured  events  Increased  their 
likelihood  of  enlistment  In  the  Coast  Guard. 

2.  Effects  of  Attendance  at  Events  by  School  Status  and  Predicted 

AF§T 

Table  3.9  shows  the  percentage  of  young  males  attending  events  who 
reported  an  Increased  likelihood  of  enlistment  for  each  educational  level 
and  predicted  AFQT  category.  Comparative  data  are  not  presented  for  young 
females  because  there  were  too  few  cases  for  analyses. 

Overall,  high  school  graduates,  high  school  seniors,  and  younger  high 
school  students  with  lower  AFQT  scores  are  more  likely  to  be  positively 
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Tabla  S.9.  Sarvlcas  for  Which  Evanta  Attandad  Incraaaad  Young  Malas*  Llkallhood  of  Joining  tha  Military  by  AFQT  Catagory 
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Influenced  In  their  decision  to  enlist  by  attendance  at  a  military  featured 
event  than  those  with  higher  AFQT  scores.  The  greater  probability  of 
enlistment  of  those  with  lower  AFQT  scores  compared  to  those  with  higher 
AFQT  scores  was  most  pronounced  for  the  Army  and  the  Marines. 

Approximately  twice  as  many  respondents  with  lower  AFQT  scores  reported  an 
increased  probability  of  enlistment  in  the  Army  or  Marines  after  attending 
an  event  featuring  the  military  than  respondents  with  higher  AFQT  scores. 
This  was  true  for  both  groups  of  high  school  students  as  well  as  high 
school  seniors.  Any  differences  in  likelihood  of  joining  found  for  the 
other  Services  between  those  with  higher  and  lower  AFQT  were  much  smaller. 

Thus,  even  though  attendance  at  military  events  has  a  potential  for 
Increasing  positive  propensity  toward  military  service,  the  Impact  Is 
likely  to  be  greater  among  candidates  who  are  of  lesser  Interest  to  the 
military  than  among  those  who  are  of  greater  Interest. 

D.  Summary 

Respondents  In  the  four  market  groups  were  asked  which  of  the  Services 
they  associated  with  ten  Image  statements  related  to  pay,  benefits, 
training,  opportunities,  and  types  of  duty.  The  Army  was  associated  most 
frequently  (or  tied  for  most  frequent  mention)  by  approximately  a  third  or 
more  of  the  respondents  with  six  of  the  ten  statements:  educational 
benefits,  teaching  valuable  skills  and  trades,  opportunities  for 
advancement,  equal  pay  and  advancement  for  men  and  women,  defending  one's 
country,  and  work  In  a  combat  zone.  The  Air  Force  was  most  often 
associated  with  the  Image  of  working  In  a  high  technology  environment;  the 
Navy  with  the  Image  of  extended  duty  away  from  home;  and  the  Marines  with 
lack  of  personal  freedom. 

Respondents  were  also  asked  whether  they  had  attended  an  event  In  the 
past  12  months  which  featured  the  military.  If  so,  they  were  asked  which 
Services  were  featured  at  that/those  event (s).  Between  30  and  43  percent 
of  respondents  reported  attending  an  event  which  featured  the  military. 

The  three  events  attended  most  often  were  an  air  show  or  demonstration,  a 
drill  or  parade,  and  an  aircraft  display.  The  Service  reported  as  being 
represented  most  often  at  these  events  varied  with  the  type  of  event.  For 
example,  ship  visits  were  reported  as  most  often  featuring  the  Navy  and  air 
shows  as  featuring  the  Air  Force. 
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Overall,  those  with  category  I-IIIA  predicted  AFQT  scores  were  more 
likely  than  those  with  category  IIIB-V  predicted  AFQT  scores  to  attend  an 
event  featuring  the  military,  but  there  was  no  notable  association  between 
AFQT  scores  and  a  particular  type  of  event.  High  school  students  reported 
attending  events  featuring  the  military  more  often  than  did  high  school 
graduates  or  noncompleters. 

Respondents  who  reported  attending  one  or  more  events  featuring  the 
military  were  asked  whether  these  events  Increased  the  likelihood  that  they 
would  enlist  In  the  military.  Between  9  percent  (older  females)  and  36 
percent  (young  males)  of  respondents  who  attended  events  reported  that  It 
did.  The  Air  Force  was  most  frequently  reported  as  the  Service  respondents 
were  more  likely  to  Join  after  attending  an  event  (5  to  17  percent). 

Overall,  young  males  with  category  IIIB-V  AFQT  scores  were  more  likely 
to  be  positively  Influenced  in  their  decision  to  enlist  than  were  young 
males  with  category  I-IIIA  AFQT  scores.  The  reported  Increased  probability 
of  enlistment  for  those  with  lower  AFQT  scores  was  more  pronounced  for  the 
Army  and  the  Marines  than  for  the  other  Services. 
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